








“‘I'm introducing TWIN-O-MATIC (No. 6060—$16)— 
the sensational Double-Quick Waffle Baker, to 
America’s 8 million money-spending homes! Meet 
- me in the leading national magazines this fall!" 
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tit toll? CWE ANO WY! 


ONE POLICY— ONE PRICE — ONE LINE — ONE ‘QUALITY 


Manning-Bowman offers you the top, popular-priced line in the appliance field. Style-matched appliances for 


repeat sales. Extra-feature automatics for big volume, big profits! All supported by the most favorable appliance 
irade policy in the hardware industry! 
Make us prove it! Your Manning-Bowman distributor is equipped to give you full details and immediate service. 


We. 110 Automatic Two-Slice Teaster $12.95 No. 400 Table Grill $6.95 No. 397-7 Percolator $7.95 No. 1490 Automatic Flatiron $4.95 
Automatic Toaster Service $22.50 No. 410 Grill-Waftie Baker $8.95 Other models $6.95 and $9.95 Other Automatic Irons $5.95— $8.95 
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VVaat's IN A NAME? 


OLLARS TO DOUGHNUTS your favorite 
D shaving cream has many other 
friends from Maine to California. Your 
hat and suit probably bear the labels of 
manufacturers known from coast to 
coast. Even when you buy your smokes, 
you ask for a certain brand. 

Folks don’t buy blindly out of the 
cracker barrel as in days gone by. They 
want merchandise that personal experi- 
ence or customer satisfaction has ap- 
proved. That goes for paint brushes too! 

Lay one of those fancy imitations 
alongside a good paint brush. They may 
be twins in looks. But let the customer 
spot that reputable name on the handle 
of the better brush, and he'll buy the 
well-known brand every time. 

Yes, I’ve heard all the profit stories 
on co-operative buying, private brands, 
and pushing merchandise of manufac- 


turers who give extra discounts instead 


of putting that money into advertising. 
But I know for a fact. there’s more 
profit in selling names. That’s why [Il 
stick to Wooster—to the name_ that 
means the best in a paint brush! 


“?* 5 +2 


National advertising and actua, product per- 


formance have made Ted the Tester and the 


HAVE YOU SEEN THE NEW WOOSTER BRUSH BAR? 





Foss-Set trademark familiar wherever paint 
brushes are used—made the name of Wooster 
mean as much on a brush as a sterling mark 
on fine silver. 

Wooster also has pioneered countless im- 
provements. The original Shasta with the first 
efficient solid center. The Foss-Set process by 
which bristle ends are embedded in a concrete- 
like setting. More recently, the sensational new 
angular type brushes and moth-proofed bristle. 
Have your distributor’s salesman show you 
these brushes that sell because of their name, 
that stay sold because of their performance. 
The Wooster Brush Company, Wooster, Ohio. 
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HARDWARE PROSPECTS 


WILL SEE THIS AD... 7 




















This month this Yale Door Closer ad will appear in the 
world’s biggest show window — the Saturday Evening Post 
Over 3,000,000 hardware prospects will see it. A good many 


of them will become customers. 


And when they do—they’ll become your customers. For 
here, as in all Yale advertising, the public is directed to 


patronize their local hardware dealer. 


This is the sort of advertising cooperation that means 


sales... and profits. 


Get your share. This month, concentrate your efforts 
on the Yale Door Closer. Explain how it will keep ee 
tomers will 
fuel bills down, and how it will curtail colds through ve tte ad te 
the Oct. 28th 
eliminating drafts, You'll be surprised at the number issue of the 
Saturday 
Evening Post. 
Look for it there. 


of additional door closers you'll sell. 


THE NAME WATE weirs MaKe THE SALE 





DOOR CLOSERS 


YALE g TOWNE ulicmas 
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Powerful, Full-Page Magazine Advertising 
Will Spread The News To Your Customers! 


@ Smashing ey advertisements in leading national 
magazines .. . The Saturday Evening Post, Collier’s, Life 
and Esquire with a combined circulation of nearly 
9,000,000 . . . will flash the news of the new Gillette 
Kumpakt and the new low price of the Gillette Deluxe to 
your customers. These hard-selling advertisements will 
ap one after another throughout the whole Christmas 
selling season . . . right when demand is greatest for elec- 
tric razors. Be sure you have both of these fine precision 
shavers in stock and on display. Make the most of this 
great profit-building opportunity! 
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Quick Sales Plus Liberal Discounts 


Earn You Real Money 


OW COMES the new 

Gillette Kumpakt Dry 
Shaver . . . especially designed 
and ideally priced for gift buy- 
ers as well as the vast majority 
of men who want an efficient. 
easy-shaving electric razor. 


Gillette’s new vest-pocket 
size razor is neat, compact, 
“feather”-light ... and has one 
big selling feature after another. 
The powerful motor starts auto- 
matically. The cutter head is 
especially insulated—an ex- 
clusive feature that protects 


the user against possible elec- 
tric shock! Other advantages 
include: Gillette’s famous four- 
way beard pick-up. There are 
no revolving or wearing parts. 
No oiling required. Smooth, 
rounded teeth eliminate irrita- 
tion. Bearing the greatest name 
in shaving ...and backed by 
full page advertising in power- 
ful national magazines. . 
Christmas demand for the new 
Gillette Kumpaktwill be heavy. 
Be sure you have it in stock 
. and on display .. . earlys 


GILLETTE SAFETY RAZOR CO., BOSTON, MASS 


Special Price Adjustment For 
You... accredit of $3.25 is al- 
lowed you for every Gillette 
Dry Shaver purchased at the 
uidibsies of $13 and now in 
your stock. Just write us 
giving serial numbers, and 
name of wholesaler from 
whom purchase was made. 
We will issue a certificate | 
applying on purchases of 
eit 


er the Gillette Deluxe 
or Gillette Kumpakt 
at the new prices. ? 
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110-120 VOLTS 
AC OR DC 





Here’s Your Profit Story At 
A Glance! 


Gillette Kumpakt Dry Shaver 


lor2 3teo5 = 6 or More 
Shavers Shavers Shavers 
You Pa 
Each (net)* . $6.37 $6.:25 $5.88 
You Take in . 10.00 10.00 10.00 
Your Profit . $3.63 $3.875 $4.12 
36.3% 38.75% 41.2% 


Gillette Deluxe Dry Shaver 
You Pa 
Each (net)* - $9.555 $9.188 $8.82 
You Take in . 15.00 15.00 15.00 
Your Profit $5.445 $5.812 $6.18 
36.3% 38.75% 41.2% 


*2% cash discount has been deducted in prices quoted. 





Gillette 
DeLuxe Dry Shaver 
Now Only $15 


@Right in time to dduble your 
holiday sales . . . Gillette an- 
nounces a 25% reduction in the 
retail price of the aristocrat of 
all electric razors . . . the Gillette 
Deluxe Dry Shaver. At $15 this 
brilliantly styled precision in- 
strument will be a big money- 
maker foryou. Check yourstock 
now. Be sure you are ready for 
the demand that heavy national 
advertising of this important 
price reduction will create 
among Christmas gift 
buyers everywhere. 
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Tus Counter Demonstration 
Model shows the features of 
the new Stanley 1727 Fastener. 
It demonstrates the adjustable friction element that holds 
the sash securely in any position. Shows how sash can 
be drawn tightly closed and locked. Ask your jobber 
how you can get this model. 


STORM SASH FASTENERS 


172312. Similar to 
1727, but with 
high base and off- 


~ set arm, for use 
with sliding 
screens. 
1732. For sash 
hung outside cas- 


ing. Wrought 
steel. Non-rattling 






1729. Sliding 






ventilating hook 
with ingenious 
friction type ball 
and socket joint. 
Wing-nut fast- 













screen type. Storm 

can be re- 
moved without 
unscrewing any 
parts. 
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eners. 
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1718. Reversible. Well known 1719. End-slot in arm is shaped 
slotted type of fastener - for to make a tight wedge-fit in the 
many ygars a popular item. guide. Furnished in 5” and 10 

sizes. 











STORM SASH HANGERS 


Hold sashes snugly to window 
frame to prevent rattling. Storm 
sash and screen: can be hung on 
same hooks. 1713 and 1714 for 
use where head casing will not 


permit the usual surface type 


hangers. 
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Building construction is up... in the big woods, in lumber 
mills and millwork plants, sharp saws are turning logs into 
planks and trim. Every city is dotted with residential and 
commercial construction jobs where carpenters’ hand and 


power saws are hard at work. ‘ 

If you’ve been taking files “for granted,” put a Nicholson 
No. 46, 56 or 66 Display Unit* on your counter and you'll get 
a new “feel” of the market for quality saw files! You'll find 
these products of the world’s leading pee mnes will sell fast 
today .. . every one at a good margin to you! 

*These Units contain 46, 56, and 66 Nicholson Mill. 
and Slim Taper Files, individually Cellophane wrapped to 
keep them factory-keen. Colorful, attention-getting, a Unit 
takes up only a square foot of counter space. Ask your 
jobber! Nicholson File Company. Providence, R. L, U. S. A., 
Canadian Plant, Port Hope, Ontario. 


A FILE FOR EVERY PURPOSE 
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EMERALD CORD HOSE—The 
finest lawn hose made. Green 
cover, double-braided, high 
quality cotton-cord reenforce- 
ment, 


WINGFOOT SUPERTWIST CORD 
HOSE — Although less in cost, 
this hose closely approaches 
the high quality of Emerald 
Cord Hose. Brown cover; two 
braids of Supertwist cord.Light 
and easy to handle. 





SUPERTWIST CORD HOSE—A 
lightweight yet extremely dur- 
able hose that even women 
and children can handle eas- 
ily. Brown cover. Made with | 
a reenforcement of the famous 
Supertwist cord. 


GLIDE LAWN HOSE —A good 
hose at a moderate price. 
Ribbed red cover. Molded 
hose, reenforced with heavy 
double-braided cotton-cords. 
Also available with black 


cover. 


PATHFINDER LAWN HOSE—High 
quality at low price. Green 
cover. Heavy, single-braid, 
cotton-cord reenforcement. 
Also furnished with black 
cover. 


PM ie 





OAK LAWN HOSE — Designed 
expressiy for the low-price 
market. Single-braid cotton- 
cord reenforcement, corruga- 
ted dark brown cover. 
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FLORENCE STOVE COMPANY 
General Offices and Plant, Gardner, 
Mass.; Western Offices and Plant, Kan- 
kakee, Ill.; Sales Offices: 1475 Merchan- 
dise Mart, Chicago; 45 E. 17th Street, 
New York; 53 Alabama Street, S.W., 
Atlanta; 301 N. Market Street, Dallas; 
and 2730 16th Street, San Francisco. 
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MODELS FOR EVERY NEED 
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‘WATCH US GO T0 TOWN 
WITH THIS G-E PROMOTION 
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b SAYS ROBERT K. MACKENZIE OF CLEVELAND, OHIO 
; 
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i wins the enthusiasm of dealers everywhere 
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} since I’ve listene : asm. General 
“as ua led me with 0 UCC Cy from ever 
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* ; done an ‘ handising 4 
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y a og . ure Island’ especialy Be sales 
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est activities in all General Electric’s Not only — - sets of major appliances: I ae 
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history? Do you have your supply of dealer used as a lead} e effective means to Tf pe to town 






think of a mor 
coming holiday s¢ 
with this promotion. 


helps, avindow displays, the “Treasure 
Island”, streamers, mat service advertising 
and booklets? Are you following the sales 
and promotion helps prepared for you, 
and shown in the big “101” book? 

The possibilities behind this campaign Ae 
are endless, because the theme and activity 
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, -KENZIE, , 
R. K. Mace eveland: Ohio 















itself has so many sides. Get the full story 
from your distributor. We suggest you do 
it now so you can begin getting your share 
of Fall and Winter profits. 


TREASURE ISLAND 
—YOUR GIFT CENTER 


Fall weddings, Thanksgiv- 
ing, Christmas presents— 















= = this Treasure Island holds 


them all. It sells the little 
WDhears 


appliances and leads to sales 
\ Te CAPITALIZE OW 


of the big ones. 
GENERAL ELECTRICS THEM 










IDEAS BY THE 
HUNDRED 


You'll want this “101” book for its valuable 
suggestions for window displays, ads, pro- 
motion. . . Ask your distributor for a free 
copy, or write to General Electric Co., Room 
1111, 570 Lexington Avenue, New York. 
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NO. PL-100 

Above--RAY-O-VAC’S sensational 
PENLITE now in an individual gift 
box appropriate for any occasion. Retails, 
less cells, 49c; dealer cost, less cells, 33c. 













aheatinad prefocussed midget flash- 
light in de luxe gift box. Retails, less 
cells, 80c; dealer cost, less cells, 58c. 








_ NO. GZ-22 
Left--RAY-O-VAC’S new pre- 
focussed streamlined chrome 

plated flashlight in all-occasion pres- 
entation box. Retails, less cells, 90c; 
dealer cost, less colle, | os Yc. 

















Right -- RAY-O-VAC'S finest 
flashlight, micrometrically 
prefocussed. A perfect gift in an 
attractive box. Retails, less cells, 
$1.30; dealer cost, less cells, 87c. 







To make these flashlights the perfect gift, 
sell them complete with RAY-O-VAC’S 
new guaranteed Leak Proof Cells. Retails 

2 for 25c. Display Unit of 24 cells,*1.92. 


-0- VAC COMPANY 
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Appliance 
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This Fall To Bring You Buyers! 





Page Ad 
( Yo Actual Size) 


Cash In On This 
Advertising 


C 


tial 


im roret 


32 Million ads feature dram- 
atized Coleman performance, 
then close with “‘priced as low 
as $3.95!” Sell away from 
these $3.95 leaders! Show the 
higher priced models... what 
better values they are for 

















your customers. Increase your 
sale unit... and your profit 
percentage as much as 100% 
or more! Write us for “step- 
up plan” facts, also sales 
making retail tie-ups! 
Address Dept. HA-92. 
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Lamps Lanterns trons Ranges Heaters 


THE. COLEMAN LAMP AND STOVE COMPANY 
Wichita. Kan Chicavo, Ill Philadelphia, Pa Los Anvels omlihi 
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Duraste, fireproof galvanized steel roofing is 
becoming more popular every day. 

That’s why we say: “It’s a smart move to stock 
up on Bethlehem’s complete line of brightly 
spangled full-gage steel roofing.” 

The Bethlehem Roofing Line puts you in step 
with the trend toward steel. There’s a design to 


Bethlehem Sheets are available through your distributor. 


BETHLEHEM STEEL COMPANY 





ets ‘business 





A. The Old Red Barn 


Mas A / 


Ww 


please every customer: V-Crimp, Stormproof, 
corrugated, roll roofing. Best of all, the Bethlehem 
line carries a name that farmers know and trust. 

Put Bethlehem roofing in your store. Let 
Bethlehem sheets help you to cash in on the pref- 
erence modern farmers are showing for rain- 
proof, fireproof steel roofing. 
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f Help Your Customers 
\ Who Are Flirting With 


y Y 
LADY ) 
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AUTOMATIC FIRE DOORS 
AND EQUIPMENT 


N° customer needs your help more than the build- 
ing owner who flirts with the ever present hazards 


of fire. 


That’s why no item in the hardware line has a more 
logical sales appeal than R-W Automatic Fire Door 
Equipment. It has saved millions of dollars’ worth 
of property. 

When you recommend this approved equipment 
you can do so with confidence. For R-W Automatic 
Fire Door Equipment jis the finest. No fire can get 
through these doors. They close automatically at any 
desired temperature. They’re sure— cannot fail— 
proved in use in thousands of buildings—guaranteed 
by Richards-Wilcox. ; 


is — sth HY There are Richards-Wilcox Automatic Fire Doors 
October 14 & and Equipment for every building and every need. 


Our engineers are always available to offer advice in 
making sales. 


Get complete details now on this profitable line. 
Write today for catalog number A-66. 


Richards-Wilcox Mfg. Co. 


“A HAMGER FOR ANY DOOR THAT SLEDES” 
AURORA, ILLINOIS, U.S.A. 
: Branches: New York Chicago Boston Philadelphia Cleveland 
“ Quality leaves Indianapolis St.Louis New Orleans Des Moines Minneapolis 
its imprint” Los Angeles San Francisco Omaha Seattle Detroit 
Milwaukee Richards-Wilcox Canadian Co., Ltd., London, Ont., Mortreal, Winnipeg 
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Here [S Something NEW 
ina Christmas Sales Builder 


OND FLASHLIGHTS make excellent Christmas gift 
items. They are attractive to look at . . . continually 
useful . . . and within the price reach of every Christmas 
shopper. 
NOW Bond brings you an ideally selected, fast-moving 
Christmas assortment of flashlights and batteries, backed 
by a supremely effective method of bringing them right 
before the eyes of your trade for quick, easy sale. 
Here’s the great Bond Christmas Super Merchandiser 
... colorful, attention-seizing . . . displaying invitingly a 
well selected assortment of desire-stirring lights. And this 
impressive complete flashlight department with high 
profit potential for you takes up less than 2 square feet of 
space on your floor. 
Here you have._a selling display power equal to that of enna Se sgt 
three extra salesmen. % 
PLAY SARE 


IT COMES TO YOU FREE! 


Sti G0Ue TODay 


with the purchase of a well chosen assortment of 24 Bond flashlights 
(priced to sell complete from 59c to $1.65) and only 96 unit 
PLASTIC Safety Seal batteries. 

Right now is the time to get this Bond Christmas Super Merchan- 
diser turning in profits for you. Because right through this Fall. 
Bond is running a tremendous consumer advertising campaign on 
flashlights and batteries in a group of outstanding nationally read 
publications with a combined circulation of 10,000,000 readers. 


See Bond Advertisements in 
SATURDAY EVENING POST ¢ COSMOPOLITAN «¢ LIBERTY © BOY’S LIFE 
HOLLAND’S © SUCCESSFUL FARMING © SOUTHERN AGRICULTURIST 


Hitch your display to this double sales stimulus... the greatest flash- 
light merchandiser ever offered, supported by a powerful,, huge 
circulation national advertising campaign. 

And as an added PLUS .. . Bond flashlights will be included as 
one of a selected list of specially chosen Christmas Gift suggestions 
to be featured in the two page Christmas Gift spread appearing in 
the December issue of Good Housekeeping magazine — out about 
November 20th with a circulation of over 2,250,000. 


USE IT IN YOUR SHOW WINDOW— OR 
IN YOUR STORE —EQUALLY EFFECTIVE 


You can get in on this real sales opportunity by acting AT ONCE. 
Ask your jobber’s salesman for full details and see that he gets your 
order in for one or more of these assortments NOW so that they can MERCHANDISER ASSORTMENT No. 6056 
begin working for you without delay. Or write for complete details to Total Retail Value $27.66 


BOND ELECTRIC CORPORATION Dealer Cost 18.44 
Division of Western Cartridge Co. YOUR PROFIT . - $9 92 


NEW HAVEN, CONN. CHICAGO, ILL. SAN FRANCISCO, CALIF. 
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EXTENSIVE WHITE LEAD campaicn CAE 
WITH WESTERN PINE ASSOCIATION 


| aa coast to coast the new advertising 
campaign sponsored by members of the 
lead industry is winning the enthusiastic 
support of everyone interested in building. 


It’s a campaign that’s driving ahead “full 
steam” month after month—talking to millions 
— backing up the advertising of individual 
white lead brands with new selling punch. 
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It’s something that’s going to build increasing 
demand for white lead paints — make better 
white lead sales for paint dealers. Are you all 
set to get your share? 

LEAD INDUSTRIES ASSOCIATION 


420 Lexington Avenue 
New York, N.Y. 





THEY DRAMATIZE 


— DISPLAY 


—AND SELL IT! 
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@ Until Hibbard entered the store fixture 
field usual equipment offered was generally 
expensive, inefficient, out-of-date. It bore no 
relation to a definite merchandising plan. 
Therefore, Hibbard Display and Merchan- 
dise Engineers designed super-selling wall 
and counter fixtures for every department 
and section of the modern hardware store. 

Most important, each fixture was built 
to display and sell a related group of 
the fast-turnover items, each invitingly 
shown in its proper place at the correct 
retail price. 

Designed solely for hardware stores and 





installed by expert service men who follow 
a basic hardware store layout plan, these 
Hibbard fixtures dramatize and display 
every item you should stock. Customers 
then are conscious not of your fixtures 
but of your merchandise. 

Hibbard fixtures are, therefore, the final 
link ina merchandising chain which starts 
with a knowledge of what your customers 
want to buy and carries clear through to 
proper display of this merchandise at 
proper prices. 

This complete service can be had at 
Hibbard’s and nowhere else. 


Hibbard’s are first with merchandised store fixtures 


HIBBARD, SPENCER. RARTLETT & ©. 


211 EAST 


i 


NORTH 
IS ans CG. 


WATER ST. 
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NIVERSAL CHRISTMAS MERCHANDISING: Here is a 

beautiful, 8 color window display that will draw Christmas 
Shoppers into your store. Shown with a display of UNIVERSAL 
Appliances featuring New Values and New Designs, it will move 
many UNIVERSAL Packages from your stock. UNIVERSAL’S 
new price arrangement will make it worth while as it provides 
an extra long profit. 


This display is furnished complete with 500 beautiful Christmas 
booklets, for $2.50 with an order of UNIVERSAL Appliances, 
through your Jobber. This new profit schedule amply provides 
for your share of this small promotional expense. 


Write for our complete Fall and Christmas Merchandising Plan. 
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Informal Editorial Comments 





Price Trend Up:— 


Reflecting immediate, war-in- 
spired advances in the ¢osts of 
many raw materials, notably 
metals, rubber, leather and cot- 
ton, the prices of most hardware 
products show a very decided up- 
ward trend. A few lines are still 
quoted at the pre-war price, but 
for short-term deliveries only. On 
many other lines quotations have 
been withdrawn. Fortunately, the 
upward movement to date has 
been most orderly. There is an 
absence of any “panicky” atti- 
tude and as far as the hardware 
industry is concerned advances 
have not been excessive. But defi- 
nitely, the cost of hardware is 
upward and the wise distributor 
bases his selling prices on replace- 
ment costs. When the trend is 
downward competition forces 
both wholesaler and retailer to 
follow the market and the same 
principle must obtain in a rising 
market. Either that or the net 
average result represents a loss 
both coming and going. For 


By CHARLES J. HEALE 
EDITOR, HARDWARE AGE 


nearly 95 years HARDWARE AGE 
has zealously endeavored to keep 
its readers informed on market 
conditions, price changes and 
trends, shortages and the general 
movement of hardware distribu- 
tion. It is the major part of our 
job to render this service prompt- 
ly, accurately and impartially. 
Under present market conditions, 
this task becomes more strenuous 
and imposes an even greater obli- 
gation which we willingly accept 
and toward the fulfillment of 
which we will use our best efforts 
and facilities. It is imperative 
that our readers keep careful 
watch on market conditions and 
govern their buying and selling 
accordingly. 


Sales V olume:— 


Inevitably a rising price mar- 
ket stimulates trade buying. As 
neither manufacturers nor whole- 


salers have been carrying abun- 
dant surplus stocks, some short- 
ages have already been reported. 
There will be more. Both whole- 
salers and retailers appear to be 
stocking up in anticipation of 
slow deliveries, price advances 
and an improved consumer de- 
mand. It should be realized that 
no buying boom by consumers 
has as yet been manifest and so 
a word of caution ts in order. It 
is advisable under the conditions 
prevailing to build and maintain 
at least a normal inventory. But 
the time is not yet at hand when 
speculative buying is a sound 
premise for most retailers. These 
are times when discretion and 
good management promise sub- 
stantial rewards to those who 
sense the wide margin between an 
adequate stock for current sales 
opportunities and a top-heavy in- 
ventory that represents frozen 
assets. As this issue goes to 
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@ This is a good season for cow 


tie sales. Your customers Gre in 


the market and a little attention 
paid to this business should bring 
you a good number of extra 


cow tie sales. 


Elwel and Tenso Cow Ties are 


the favorites. Buyers know of the 
fine service they give. You can 
cash in on this popularity. 


This is also the time to feature 


ACCO Proof and BBB Coil Chain, 
ACCO General Purpose Chains, 
ACGO Repair Links and Assort- 
ments, Elwel Machine and Coil 
Chain, Tenso Halter and Dog 


Chains, Tenso Well and Swing - 
Chain — and Weed Bull Farm — 


Tractor Chains. 


Display these chains, “talk 


them up” a littie—and you'll 
make a lot of good sales. — 


AMERICAN CHAIN DIVISION 
Bridgeport, Connecticut 


See our exhibit in Metals ( Products). 


Building, Opposite the Perisphere 
and Trylon, New York World's Fair 
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préss, Congress is in special ses- 
ion, but has not yet passed a re- 
vised neutrality bill. When, and 
if as expected, a “cash and carry” 
program is launched unemploy- 
ment and relief needs should ma- 
terially decrease; business gen- 
erally should improve and both 
essentials and luxuries incident to 
a well rounded hardware store 
stock should enjoy a marked 
sales increase. Undoubtedly we 
are headed for substantial busi- 
ness improvement and must make 
suitable preparations to obtain 
our share. But let us not be stam- 
peded prematurely with any no- 
tions of immediate “boom” con- 
ditions. Rather let us take this 
improvement in our stride, sanely 
and at a profit. 


Competent Opinion :— 


In this issue are several pages 
of price changes and related hard- 
ware market information aug- 
mented by signed comments from 
leading wholesale and manufac- 
turing executives whose thorough- 
ly competent opinions are worthy 
of your most earnest considera- 
tion. These letters show an in- 
telligent regard for cautious and 
conservative procedure in coping 
with current price conditions. 
They sense the urgency of gaging 
action based on current actual 
sales opportunities instead of be- 
ing deluded into a “runaway mar- 
ket” attitude. 


“Profitless Prosperity” :—- 


We have been through periods 
of “profitless prosperity” before. 
If unbridled inventory speculation 
develops, price advances may re- 
spond to a degree in excess of 
consumer ability and willingness 
to buy even with the improved 
buying power that all of us ex- 
pect. No one knows whether the 
present European war will be of 
long or short duration, a most 
vital factor in weighing any an- 
ticipated economic improvement 
in the United States. Until we 
have more specific knowledge on 





the subject and begin to taste 
some of the fruff$ of an increased 
consumer demand, it behooves 
hardware distributors, wholesale 
and retail, to be discreet as well 
as alert, to make full use of all 
available competent information 
and to keep inventories healthy 
which means well fed and not 
over fed. 


Builders’ Hardware :— 


Chapter 60 of “Taking the 
Mystery Out of Builders’ Hard- 
ware” appears in this issue and 
brings to a close this outstanding 
educational editorial series by 
Adon H. Brownell. It has been 
a great contribution by this au- 
thor, well done and well received. 
Mr. Brownell has taken our read- 
ers, step by step, through a course 
of training which should serve as 
a sound foundation for both the 
beginner and the experienced 
builders’ hardware engineer. As 
a work of reference in the sale 
and application of builders’ hard- 
ware, this series has been invalu- 
able. Ever since the first chapters 
appeared, readers have expressed 
the earnest hope that the entire 
series would be collated in book 
form as a permanent record. 
HarpwareE AGE is now happy to 
announce that such a book is un- 
der way and will be available 
within 30 to 60 days. As a text 
book and a reference guide, “Tak- 
ing the Mystery Out of Builders’ 
Hardware” complete in one vol- 
ume should be in the possession 
of every hardware dealer and 
each of his clerks, every wholesale 
hardware salesman and also every 
executive and salesman in the 
manufacturing end of this part of 
the hardware business. “Sight un- 
seen and price unknown” our 
files now contain orders for sev- 
eral hundred copies of this useful 
book plus urgent requests for fur- 
ther details from architects and 
architectural schools. In our next 
issue we will be able to announce 
the price of this book and will 
advise our readers how soon it 
will be available for their use. 


Atlantic City :— 

Once again hardware manufac- 
turers and wholesalers plan to 
gather at Atlantic City, N. J., for 
an annual joint convention. The 
dates are Oct. 16 to 19, 1939. 
Currently the headquarters hotel 
and adjacent hostelries report 
heavy reservations. In fact. pres- 
ent indications are that capacities 
are already heavily taxed. The 
program promises a wide variety 
of pertinent discussions, many of 
which are premised on improving 
manufacturer - wholesaler - retailer 
distribution economies and efh- 
ciencies. Sales and distribution 
policies, price trends, shortages 
and the movement of merchandise 
will enjoy both formal and infor- 
mal consideration. The new war 
in Europe imposes new problems 
which will make this year’s con- 
vention especially important and 
interesting. Our next issue, dated 
October 19, 1939, will, as usual. 
present a prompt and complete 
account of this major hardware 
event, a report of particular im- 
portance in view of current con- 
ditions. 


Hardware Age Special :—- 

And once again the HARDWARE 
AGE SPECIAL, a thoroughly mod- 
ern all-Pullman, through train go- 
ing direct to Atlantic City without 
any changes, will be sponsored by 
this publication, via Pennsylvania 
Railroad. This special train leaves 
Chicago and other western points 
Saturday, October 14, and arrives 
at the convention city Sunday 
morning October 15 about 9 a. m. 
Full details regarding special 
round trip fares from all points 
in the United States and the 
train’s schedule are given, in this 
issue, on page 64. Any travel 
agent, railroad ticket office or rep- 
resentative of this publication will 
gladly arrange your reservation on 
the HaRpWARE AGE SPECIAL where 
you will travel in comfort in com- 
pany with other hardware men 
and their families, enjoying a pre- 
convention get-together that will 
long be remembered and appre- 
ciated. . 








OCTOBER 5, 1939 











TAKING THE MYSTERY OUT 


By ADON H. BROWNELL 


ITH the close of this 
chapter this course is 
completed. For you, | 


hope it has changed the word 
“mystery” to “mastery” — that 
builders’ hardware will now be to 
you a joy and a pleasure. 

No matter how well you have 
studied what has been written you 
cannot possibly have mastered the 
subject unless you have followed 
the suggestions of further study 
from other suggested sources 
which I constantly put up as sign 
posts on the way along your road. 

Before writing this chapter I re- 
read the entire course again. If I 
ever had it to do over again, | 
would do many things differently. 
However, I do believe I have cov- 
ered generally almost every kind 
of a problem that will arise. 

When I say generally, I mean 
just that. I would be writing for 
many years if I went into each and 
every item as specifically as it de- 
serves for you to fully understand 
it all. Two and a half years is long 
enough for a study of this kind, 
so I leave it for you to carry on. 

Each job of any consequence 
presents problems peculiarly its 
own. Each new customer provides 
a new opportunity. Each contract 
successfully and satisfactorily com- 
pleted gives the reward of a job 
well done and the satisfaction of 
having achieved good results. 

Before this course is completed 
some things in it will be out of 
date. There is something new be- 
ing developed constantly. It is 30 
years since first I entered the 
builders’ hardware business, and 
its greatest interests to me are the 
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Conclusion 


developments of the industry in 
new goods and the fact that every 
new job presents new problems to 
be solved. 

Do not fool yourself! You will 
never know all there is to know 
about builders’ hardware. I know 
I never have tried to “kid” myself 
into thinking that I did, or do, or 
will. 


Unbiased Throughout 


Throughout the entire course it 
has been my constant endeavor to 
present the subject in as unbiased 
a manner as I possibly could. 
Nothing that I could do to make 
this endeavor true was too much 
trouble. For example, it would 
have been far easier for me to have 
used illustrations from only one 
manufacturer of the goods under 
discussion, yet I spent hours dig- 
ging through every one of the var- 
ious manufacturers’ catalogs for 
illustrations so it would not appear 
that I was discriminating against 
or favoring anyone. 

The only regrets I have had 
throughout these 30 months have 
been when I unintentionally of- 
fended some manufacturer. For- 


tunately that only happened, as far 
as I know, on two occasions. For 


those omissions of mind, not of 
heart, I have sincerely apologized. 

When Harpware ACE suggested 
my doing this work, I am sure I 
didn’t realize the time, work or re- 
search involved nor, as a matter 
of fact, did they. Now it is com- 
pleted. How valuable it may be is 
for you to decide. 

While that which I have written 
may be immaterial, I do contend 


Chapter 60—Advanced Course 


that the study chart, the compari- 
son lists, the detail sheets, the in- 
formation compiled together is 
material and valuable and a con- 
tribution to the industry and will 
be used. 

HARDWARE AGE deserves a great 
deal of praise and commendation 
for the foresight to vision the plan 
and for the care and attention 
given in carrying the plan through. 
I submit to you, the student of this 
course, that you owe them a deep 
appreciation and vote of thanks. 

HarpwarE ACE has made this 
contribution to the industry at real 
expense to themselves feeling, I 
know, that it will help the hardware 
store to keep builders’ hardware 
where it belongs in the hardware 
stores of this land. 

Builders’ hardware manufactur- 
ers, too, I feel, owe HARDWARE AGE 
their loyalty and support for the 
work accomplished in their behalf 
and interest. 


To George H. Griffiths, president, 


‘and to Charles J. Heale, editor, as 


well as their assistants, I want to 
express my heartfelt thanks for 
their encouragement, understand- 
ing and patience, bearing with me 
in the presentation of this work. 

To those manufacturers and 
their representatives who so gen- 
erously helped me with their sug- 
gestions, comparison and sugges- 
tion charts, I am truly deeply in- 
debted. Without their support this 
course would have been of little 
real value. 

To those builders’ hardware en- 
gineers who gave me those interest- 
ing hardware problems and the 
solutions, I say, “thank you!” 
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ADON H. BROWNELL 


To the many friends who have 
written me—I express apprecia- 
tion for their encouragement, but 
I cannot close this part of my final 
chapter without expressing my par- 
ticularly great appreciation to the 
one man who has checked me back 
on every chapter of the course, 
whose suggestions have helped ma- 
terially all the way through. He is 
my fellow associate and lifelong 
friend, the manager of my build- 
ers’ hardware department at H. D. 
Taylor Co. in Buffalo—Rae S. 
DeRonde. 

Also, I would like to pay tribute 
to E. W. McHenry, of the John W. 
Cowper Co., of Buffalo, N. Y., who 
so faithfully reproduced the com- 
plete series of details shown 
throughout the Advanced Course. 
It has been splendidly done. 

“Taking the Mystery Out of 
Builders’ Hardware,” I told you in 
the opening announcement, was 
impossible, because there was no 
mystery in it. It’s just good, com- 
mon horse sense—the ability to 
understand conditions and use 
your head. 

As in opening two and a half 
years ago, I also close by stating 
that builders’ hardware is the foun- 
dation of a good hardware busi- 
ness. 

It’s up to you who have studied 
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this course with me to prove it to 
your own companies. Sell good 
hardware that will last and of a 
proper type to fill the require- 
ments. 

Make a profit on what you sell. 
You are entitled to a fair return 
on your work. 

Missionary work must be done 
to educate the public in the in- 
terest of proper hardware allow- 
ances. Take as your slogan, “2 
per cent of the cost of the build- 
ing for finish hardware.” 

With this course as a_back- 
ground pointing the way, you now 
come to the point of looking 
ahead. 

It is tremendously important to 
have this background, the knowl- 
edge and the sign posts this course 
has outlined, but it is far more im- 
portant from this point on that 
you do something about it. 

At this point my direction stops 
and you have to chart your own 
course. It is you who will write 
the future on the builders’ hard- 
ware industry, the next textbook 
on the subject, and do the work 
that lies ahead. 

Men like J. Harold Dumbell, 
“Doc” Eshleman and other officers 
and members of the National Con- 
tract Hardware Association, who 
have been, and many who still are, 
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the outstanding builders’ hardware 
engineers of the country, must, in 
the natural course of human 
events, be succeeded by someone. 
Why should it not be you? 

It is you, I speak collectively, 
who must carry on the progress 
this generation has made in the 
industry. The way has been paved, 
the sign posts are up, the machine 
is rolling along. All it needs to 
keep going is the spark of your 
interest, the power of your work, 
the steering of your sound think- 
ing lubricated by the service your 
heart wills to give in the work. 

What lies ahead of the goal to 
which you are headed? That’s ab- 
solutely up to you, but I hope at 
least part of the goal will be these 
ten objectives: 

1. All builders’ hardware en- 
gineers — registered, trained and 
recognized for what they really 
are—professional men. 

2. All builders’ hardware engi- 
neers, members of the National As- 
sociation with district subdivisions 
meeting regularly. 

3. All builders’ hardware engi- 
neers properly paid for the ser- 
vices they render. 

4, Proper allowance for build- 
ers’ hatdware on every building. 

5. Builders’ hardware sold at a 
fair profit. 

6. Elimination of manufactur- 
ers’ direct competition. 

7. Manufacturers making build- 
ers’ hardware and selling it only 
through legitimate trade. 

8. Fair, clean competitive bid- 
ding. 

9. Proper hardware furnished 
always to render service required. 

10. Builders’ hardware sold only 
by hardware dealers maintaining 
proper sample rooms—at least one 
registered builders’ hardware engi- 
neer, and dealers who recognize 
that builders’ hardware is the foun- 
dation of a good hardware busi- 
ness. 


—THE END— 






Six-foot aisles make 
circulation easy and 
cross aisles attract 
patrons to sidewall 
displays. Open cases 
and ledges are illu- 
minated on the side- 
wall fixtures. 


MODERNIZATION Jncreased 


A. ]. Kahle & Son, Granite City, 111, 


also built business by emphasizing ts 
4 VENWARE sales were 
() tripled, dinnerware sales 
doubled, and women cus- 
tomer traffic increased over 75 per 
cent for A. J. Kahle & Son, Gran- 
ite City, Ill., after the installation 
of new fixtures in a modern lay- 
out. New housewares lines and a 
gift shop of interest to women 
shoppers were emphasized in the 
new. arrangement. The improved 
displays and ability to show more 
merchandise stimulated sales of 
other lines in the store with the 
result that the company is increas- 
ing its volume on all lines. The 
entire change was undertaken to 
enable the store to cater more to 
women customers and show more 
merchandise of interest to them. 
Gift merchandise and _house- 
wares lines are located along the 
side wall to the right of the en- 
trance. The unusual items are of 
immediate interest to women cus- 


merch andise th at attracted WOMEN 


Four-foot, glass-shelved sections make displays stand out. The 
electrical goods. clocks, glassware and ovenware are shown here. 
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tomers and the popular prices fea- 


more. The gift shop receives con- 
siderable publicity in all advertis- 
ing mediums. Some mention is 
made of this department even in 
those advertisements on other 
lines of the store. This is an im- 
portant factor in the success of the 
department. 

Sales in ovenware show a 300 
per cent increase as a result of the 
new displays. Three patterns of 
hot ovenware are carried in stock 
at all times. One pattern is dis- 
continued each year. This stock 
plan results in one new pattern 
together with two old patterns on 
which demand is established. “In 
this way,” says A. J. Kahle, owner, 
“a new pattern can be featured 
each year and interest of women 
customers is maintained by the 
new merchandise.” 

The ovenware display stands 
out vividly in the housewares de- 


tured encourage them to buy 



































Closeup of the ovenware section. The colorful patterns attract 
the eye and all items of a pattern are shown in the displays. 


partment. Two individual 4-ft. 
cases are used to show the several 
patterns. Each case is equipped 
with adjustable glass shelves. The 


light background and special over- 
head lighting in cases attract at- 
tention to the displays and in- 
crease the beauty of the colorful 


Store Trafic 75 PER CENT 






Steel goods are in- 
side the entrance 
at the rear of the 
store and seasonal 
displays of bulky 
goods are on plat- 
forms. This is the 
toy section at Xmas. 
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Aluminum ware and enamelware are popular selling lines. 
kitchen utensils are featured on the ledge display. 


small 


items. Ledges are also used to 
show some of the larger pieces. 

Sales on popular priced dinner- 
ware sets are more than twice as 
great as before. Commenting on 
this Mr. Kahle says, “We attribute 
the increased sales to the better 
display the new store has made 
possible. Practically all dinner- 
ware sets are shown on display 
tables equipped with step-up units. 
Every item in an individual pat- 
tern is shown together as one com- 
plete set. Several popular priced 
patterns of dinnerware in sets are 
stocked. Lowest priced set is $3.98 
while the highest price is $12.50.” 

Glassware is another popular 
selling line in the housewares de- 
partment. One 4-ft. section next to 
the ovenware display is used for 
this line. Popular priced glass- 
ware is featured but better quality 
items are also stocked. The variety 
of numbers stocked is moderate 
and items are discontinued from 
time to time in order to make 
room for new lines. Usually a 
popular selling item of glassware 
is featured all the time to get at- 
tention to the department. This 
year a water pitcher and six 
glasses in rack was the department 
special. The complete set sold for 
89 cents and was one of the fastest 
moving items. ever stocked. Any 
items in the set could be purchased 
separately if desired. 

Store traffic, especially in the 
housewares department, increased 
75 per cent, shortly after installing 
the modern merchandising facili- 
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The 


ties and improving the displays. 
Merchandise in this section is col- 
orful and, with the individual light- 
ing in each case, draws attention 
to the entire department. People 
walk through the department just 
to look at the many items and very 
often make additional purchases. 


The Gift Shop 


A small gift shop occupies one 
8-ft. fixture located along the back 
of the display window. Comment- 
ing on this shop, Mr. Kahle says, 
“This stock consists of items suit- 
able for prizes and gifts. A wide 
variety of unusual items is car- 
ried and we are always interested 
in new goods that might be added 





to this department. Prices on gift 
goods are one dollar or less in 
most cases. This is a very popular 
price and we are able to get a very 
attractive selection at this price.” 

Aluminum ware and enameled- 
ware are shown in open shelving 
fixtures next to the display of 
ovenware. Small household uten- 
sils are displayed on the ledge of 
the section. In arranging the stock, 
all items of aluminum ware are 
shown together and the most pop- 
ular selling items are located on 
the lower shelves closest to the cus- 
tomer. Enamelware is arranged 
along the same lines. 

Sporting goods, tools, and hard- 
ware lines are shown along the 
side wall to the left of the front 
entrance. Attractive displays of 
this merchandise are installed in 
modern equipment consisting of 
open cases, panel doors, and ledge 
displays. Special lighting in open 
cases and under ledges makes the 
entire side more interesting and 
improves the appearance of the 
merchandise. 

The paint department is located 
at the rear of the store to the right 
of the rear entrance. This is an 
excellent location since both front 
and rear entrances open onto im- 
portant streets and traffic through 
the rear entrance is quite heavy. 
Paint accessories such as brushes, 
steel wool, scrapers, etc., are shown 
on the ledge of the fixtures. 

Steel goods occupy a large space 
to the left of the rear entrance. 
Merchandise is shown on imple- 
ment brackets fastened to the open 





Dinnerware sets on step-up units on tables adjacent to the 
other housewares lines. The gift shop is in the background. 
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platform case. Customers can ex- 
amine any item in the display and 
this promotes sales. 

Tables and platforms are ar- 
ranged in batteries in two display 
groups in the store. In each bat- 
tery, tables and platforms are 
placed so as to use floor space 
as economically as possible. All 
equipment is uniform and can be 
shifted from one section to another 
when necessary. 


Frequent Changes 


Most tables are used for season- 
able merchandise and are changed 
frequently. Mass displays of pop- 
ular selling items are featured on 
the ends of most cross aisle tables. 
Ensemble displays featuring cer- 
tain color schemes are developed 
in housewares lines wherever pos- 
sible since this promotes addi- 
tional sales. Other seasonal dis- 
plays show all items needed to do 
a particular job. Step-up display 
units are used on all tables. 

Aisles throughout the store are 
6 ft. wide and cross aisles are lo- 
cated at convenient points. With 
this arrangement, customers circu- 
late freely from one part of the 
store to another. 

Keeping a store clean is a prob- 
lem and a clean store ‘is very es- 
sential where so much housewares 
merchandise is featured. Mr. Kahle 
solved this by having one man 
who does nothing else but clean 
stock. As a result, the store is 
immaculate and everything is com- 
pletely cleaned once a week. A 
lady in charge of the housewares 
department sees that many items 
are dusted every day. 


Toys Featured 


Toys are featured around Christ- 
mas time and practically the en- 
tire rear part is given over to 


showing this merchandise. These, 


displays are made up early, usu- 
ally during the last week in Oc- 
tober. Mr. Kahle states, “We are 
firm believers in getting people to 
think about the holiday season 
early and this display leads to 
many lay-away sales. It also helps 
us determine the most popular 
toys and to reorder these numbers 
if necessary. 
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Sales volume in toys has practi- 
cally doubled each year. This type 
of business stimulates interest in 
other lines in the store as gifts. 
Certain price lines on toys are 
used as guides in making pur- 
chases. Toys selling for 25, 49, 89, 
and 98 cents are most desirable. 
In addition to this, larger items 
such as wheeled goods, sleds, etc., 
are carried the year ’round. Toys 
build traffic for the store at Christ- 
mas time and develop a very satis- 
factory cash business. 

The store is “L” shaped, ap- 
proximately 120 ft. long, 49 ft. 
wide in the front and 70 ft. wide 
at the rear. It faces on two streets, 





both of which are important thor- 
oughfares of the community. At- 
tractive windows on both streets 
are used to decided advantage. 


Employees Stay 


That people like to work for 
A. J. Kahle & Son is apparent from 
the fact that the newest employee 
has been with the company for 
more than 12 years. Five people 
are employed in addition to the 
owners. The store was planned, 
fixtures installed, and merchan- 
dise arranged by the Merchandis- 
ing Division of Simmons Hard- 
ware Co., St. Louis, Mo. 


Inflation a Coat of Many Colors 


By WILSON OLIVER 
Vice-President, 
Oliver Bros., Inc., 
in a letter to clients. 


gear penn like Joseph’s coat, 
is of many colors. Currency in- 
flation is one kind; credit inflation 
is another. There is inflation in 
theory and inflation in fact. By 
some perverse action, there is also 
inflation of bond values, considering 
that government bonds that were 
priced to yield 4 per cent in 1929, 
when the national debt was being 
reduced at the rate of $1,000,000,000 
a year, now have risen to a point 
where the yield is only 214 per cent 
when the national debt is being in- 
creased $3,000,000,000 a year. 

When inflation is spoken of one 
conjures up spectacular visions of 
runaway prices. Experience shows, 
however, that it is possible to have 
inflation without feeling it, or, if we 
do feel it, to attribute the symptoms 
to something else. When the dollar 
was devalued prices rose, but hardly 
anybody called it inflation. At 
present the banks are bulging with 
credit—inflated credit—that nobody 
wants. It is there, but it is ineffec- 
tive. , 

Currency inflation, figures aside, 
is a state of mind. The figures can 
be strung out, cipher after cipher, 
to the end of the page and nobody 
turns a hair. The movement arrives, 
however, unless the tendency. is ar- 
rested, when just one more cipher 
marks the transition from confi- 
dence to panic. Then the game is 
up, or has just begun; it depends 


on the point of view. Anyway, it 
is the time when it is smart to be 
a spendthrift, to get rid of money 
as though it were poison, or, para- 
doxically, to borrow all the money 
you can get your hands on, but 
only for the purpose of converting 
it at once into tangible property. 
with the pleasant prospect of pay- 
ing it back some time in the future 
at a fraction of its cost. 

Inflation panic is not necessarily 
universal all of a sudden. The herd 
is so large that it takes time for the 
infection to spread all over the 
place. It may be years before it 
gains recognition for what it is. Our 
government showed in 1937 (to its 
own dismay, as it turned out) that 
it was able to nip inflation in the 
bud, at the cost of violent “reces- 
sion.” Another time it may be 
neither willing nor able. 

When is inflation, of the wild and 
woolly kind, coming? We shall not 
emulate the noted economist who 
required a thousand words to say 
“T don’t know”. If inflation is a 
state of mind it follows that states 
of mind are unpredictable. Alex- 
ander Hamilton Institute says that 
the present rate of spending might 
not impair the government's credit 
for 15 or 20 years. Others content 
themselves with the judgment that 
there will be nothing doing in that 
line in 1939. With that we'll leave 
it. 
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HARDWARE 
MENS HOBBIES 


“All work and no play makes Jack a dull boy” 


Nothing offers more relaxation from the 
cares of the hardware business, according to 
Al. Morrison, manager, Schroeter Bros. Hard- 
ware Co., St. Louis, Mo., than his hobby-—- 
collecting rare Chinese pottery and artware 
Mr. Morrison finds that each article tells a 
story of its own and more than half the pleas- 
ure in making the collection is in tracing 
back the history of each piece. Some of the 
pieces in this collection can be traced to cen- 
turies before the birth of Christ. Mr. Morrison 
is shown with a vase of bronze, covered with 
delicately-fitted mosaic china, a roaring 
dragon of porcelain and a Chinese water jar. 


Animal husbandry and farm management are 
the hobbies of Glenn W. Kirkbride, president, 
Woodward Hardware Co., Cairo, Ill., wholesale 
and retail. Mr. Kirkbride’s farm embraces 160 
acres at Gideon, Mo., about 80 miles from Cairo 
With the exception of 15 acres reserved for quail 
and other wild life, the farm is all cleared 
Cotton, corn, wheat, soy beans and alfalfa are 
raised on the farm. The livestock includes 12 
head of Jersey cattle, and Duroc red hogs (35 
head of brood sows). Mr. Kirkbride is shown 
with his grandson, Buddy Gemberling, and a 
few of the gilts. The farm is managed by 
Mr. Kirkbride’s son-in-law, E. Russell Gemberling. 


Astronomy is the chief hobby of John G Ferres, 
president, John G. Ferres Hardware Co., Inc., Johns- 
town, N. Y. He is also interested in ancient Persian 
history, celestial photography, bowling and genealogy. 
His interest in astronomy is such that he gives lectures 
and writes newspaper articles on the subject. Mr. 
Ferres is shown with the equipment he uses in pur- 
suing his favorite and most absorbing hobby. The 
Ferres hardware business was founded in 1853 by 
Mr. Ferres’ great-grandfather and he is thus the fourth 
generation of his family to be in the hardware trade. 
His ancestors landed in New England in 1630 and his 
twelve-and-a-half year daughter, through her parents, 
numbers 24 Revolutionary War soldiers among her 
ancestors. Mr. Ferres is interested in several colonial 
and patriotic societies, belongs to the Rotary Club and 
had the distinction of having been the youngest head 
of New York State York Rite Masonic Order. He takes 
pride in the ownership of the prize-winning Doberman- 
Pinscher, “Wotan Von Den Hohen.” 


HARDWARE AGE INVITES ALL HARDWARE MEN TO SEND IN THEIR HOBBY PHOTOS. 
ALL ARE WELCOME — DEALERS, WHOLESALERS, MANUFACTURERS AND THEIR SALESMEN. 7 
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Killing the Goose That Lays the Golden Egg— 


The Building Situation 


r \HE hardware trade surely 
should be interested in what 
hinders or helps building. 

Building not only means the sale 
of builders’ hardware and _ tools, 
it means the sale of hundreds of 
other items in the hardwaré #7" 
In addition it means the opening 
of thousands of new homes with 
all the furnishings, stoves, refriger- 
ators, washing machines, vacuum 
cleaners that a modern new home 
needs. 


Some Examples 


A young banker here in New 
York decided to have a country 
home. He bought a nice lot in 
New Canaan, Conn. He called in 
an architect and plans for the new 
home were drawn. Then came the 
building bids. He was astonished 
at the high prices. The contractor 
told his story of high material 
and labor costs. What could he do 
about it? The young banker, still 
owns his lot but he has postponed 
building. He will continue to live 
in rented quarters—all the busi- 
ness and labor that would have 
followed his building has been 
killed by nothing less than greed, 
avarice, and racketeering. 

A friend of mine having an in- 
crease in his family decided to 
build an additional room to his 
modest frame house that originally 
cost $2,500 a few years ago. The 
contractors’ bid for this one small 
room was a little over $1,000. My 
friend gave up the idea. There 
were several bids and they were 
all about the same. The contrac- 
tors told the same story. 

Such stories might be multiplied 
indefinitely. A boom in building 
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with generous government help 
has been strangled by high costs 
of labor and material. 

With government help through 
local trust companies and _ banks 
money can be borrowed on very 
low rates, on long time, and easy 
payments. One wonders why any 
one pays rent. One wonders why 
all the young newly married 
couples do not build their own 
homes. The fly in the ointment is 
the present outrageously high cost 
of building. 

Union labor’s 


answer~is_ that _ 
they must have prevails igh 


wages because they can only se- 
cure work about half the time. 
They talk about their annual in- 
come—how small etc.,. etc., etc. It 
would seem that the answer to that 
would be more building! More 
income from more work. 

I have a friend living in an 
apartment house on Park Avenue 
here in New York. Two years ago 
every apartment was taken. Then 
came strikes by elevator men and 
other employees. Their demands 
were met. Owners then boosted 
rents. What else could they do 
with higher operating expenses 
and higher taxes. 


What Happened? 
Then what happened? Tenants 


moved out to secure lower-priced 
apartments. Owners are now offer- 
ing reduced prices—but it is too 
late. Park Avenue, the residential 
show street of New York is full of 
empty apartments. The number of 
employees in buildings is being 
cut to the quick. 

Here are some extracts from an 
article by John T. Flynn from 


Collier's Magazine of June 17 
under the heading, “Why Rent is 
High.” This article is reproduced 
in part in the August Reader’s 
Digest under the heading “Collu- 
sion in Building Stifles Recovery.” 
Every hardware jobber and re- 
tailer should read this article care- 
fully, as it directly concerns the 
success of his business. 


Why Rent Is High 


Mr. Flynn writes: 

**““All of us who pay rent these 
days or make payments on a 
home are paying a great deal 
more than we should. We are 
paying tribute, in cash, to waste, 
collusion and disorganization in 
the building industry. Unions 
and contractors and materials 
dealers are levying their tribute 
—sometimes in defiance of the 
law, sometimes technically with- 
in the law but just as vicious 
in effect. 

“We are short 2,000,000 dwel- 
ling units now. And with every- 
body wanting better and cheap- 
er places to live, the building 
industry is too sick to do much 
about it. 

“Because building costs are 
much higher than they should 
be an army of building-trades 
workers is idle. Every phase of 
the industry, from the forest and 
mines to the interior decorator’s 
salon, is in the doldrums. Not 
only home building is affected. 
All building operations are 
stagnant, from roofing on wood- 
sheds to rearing of skyscrapers. 

“For every dollar’s worth of 
building we were doing back in 
1928 we did just 48 cents’ worth 
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in 1938. But government build- 
ing accounted for 26 cents of 
that 48. And half of the 22 cents 
of building financed by private 
industry was guaranteed by the 
government's Federal Housing 
Administration. 

“Here is an area of business 
where the stake in dollars ex- 
ceeds all the trade of America 
with all the countries of the 
world several times over. And 
it is more nearly connected with 
our economic troubles than any 
other one cause. 


Raising Costs 


“The building laborer is do- 
ing his bit to strangle the in- 
dustry. Raise labor costs and 
you raise the cost of building. 
The wages of all workers in all 
industry have been rising for 
vears, as they should. But at the 
same time modern machine 
methods have made the output 
of each individual laborer very 
While all other 
labor has paid more for produc- 
ing more, building labor has 
been paid more for producing 
less. 


much greater. 


“In many places and in many 
trades the sub-contractors are 
united under codes to control 
the prices of jobs. Sub-contrac- 
tors are supposed to bid on 
jobs offered, the work going to 
the lowest bidder. But in such 
groups the sub-contractors send 
their bids, not to the contractor, 
but to the office of the code au- 
thority or the club. There the 
officials decide who 
should get the job, the bids are 
fixed up to make that person 
the lowest bidder, and proper 
price is assured him. 

“There are collusive agree- 


proper 


ments between sub-contractors, 
labor leaders and _ materials 
men that in certain instances 
add greatly to the cost of build- 
ing. 

“All of these conditions are 
found in many cities and some 
of them everywhere. And the 
situation is no longer one affect- 
ing the building industry. It 
affects the life of the whole na- 
tion. There can be no revival of 
prosperity until the 
gigantic construction industry 


general 


32 


revives. There can be no revival 
of the construction industry 
until costs of construction are 
brought down. There can be no 
such reduction in production 
costs until every group in build- 
ing—from architects down to 
laborers—makes its own contri- 
bution toward reducing costs. 
“A handful of men within 
each of these various groups ex- 
ercise a powerful influence over 
the policies of the whole. These 
men should come together at 
once and take the initiative in 
provoking a national conference 
that will undertake to deal with 
these problems to free the build- 
ing industry from its chains.” 

Since this article was written 
the Federal Government has start- 
ed an investigation into collusion 
and racketeering in the building 
trades. 

What are you to do about it? 
Dig into the situation in your 
town. Find out why building of 
small homes has been strangled. 
Take up the question for discus- 
sion at your Rotary Club lunch- 
eons. Get prominent real estate 
and financial men to speak on the 
subject. 

It has been reported to me from 
one small town that the bankers 
were not interested in helping to 
build small homes on the gov- 
ernment plan because the profit to 
the bankers was small and build- 
ing financial arrangement and 
follow-ups were a lot of trouble! 


If you wish more building in 
your community work up some 
public opinion on the subject— 
get at the facts. 

I have also heard that owners 
of old, out-of-date properties 
which they rent are opposing new 
buildings as they do not wish to 
lose their tenants. Such property 
holders usually work under cover 
through banks they control. While 
we waste our time with small de- 
tails in business such situations as 
this seem in many communities to 
be ignored. 

Two years ago I wrote about 
the racketeering among the of- 
ficials of many small towns. I 
suggested plans for investigations 
of town and county affairs. | 
wrote about conditions in West- 
chester County, New York (where 
I live). A lot of irregularities 
were dug up by a taxpayer’s com- 
mittee. Waste was stopped. 

Now in the town of Waterbury. 
Conn., just next to us, 14 city of- 
ficials and others have been tried, 
found guilty, and sentenced to 
fines and jail terms. They had a 
regular ring that was bleeding the 
city and taxpayers. The mayor 
and his assistant were both found 
guilty. This entire situation came 
to light through an accident. Cer- 
tain records were found missing 
and this led to an investigation. 

What we need all over this 
country is an aroused public opin- 
ion backed by investigations. First 
look for missing records. 


This attractive table display for the Swing-A-Way can opener made 

by Steel Products Mfg. Co., 1418 Pendleton Ave., St. Louis, Mo., serves 

a dual purpose. For Christmas it has a holiday dress. But later the 

Christmas wrappings may be removed and the package used for year- 
round display. 
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Modernistic display equipment and a color scheme of ivory 
and light blue serve to attract people to this department. 


“Gift Nook” 
a First Aid 
to Sales 


Concentration of gift lines in a 


separate department has resulted 


in increased Store tra ffic for 


Schlafer Supply Co., Appleton, Wis. 


ONCENTRATION of gift 
goods in a separate depart- 
ment and the addition of 


new lines has increased store traf- 
fic and boosted sales volume ac- 
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cording to A. H. Benson, advertis- 
ing and display manager, for the 
Schlafer Supply Co., Appleton, 
Wis. Gift goods are not a new 
line with the company. Hereto- 


fore they had been shown with 
the regular housewares and as a 
result had not impressed  cus- 
tomers to any particular degree. 
The opportunities in the line were 
realized by the company and it 
was decided to exploit these pos- 
sibilities by arranging a separate 
department for this merchandise 
and to supplement the present 
stock with new lines of interest to 
womenr Introduction of the new 
department to customers of the 
store was accomplished by issu- 
ing special invitations to its open- 
ing and newspaper advertisements 
telling of new lines and the new 
section. A series of “teaser” ads 
preceded the regular newspaper 
advertisements to build up interest 
in the opening. 

Several years ago when the new 
store was planned, considerable 
space was alloted to the display of 
housewares because of its impor- 
tance. The department has con- 
tinued to grow as new lines have 
heen added each year. The gift 
department or “gift nook” is the 
most recent development. It is 
located at the rear of the store so 
that customers will be attracted to 
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His friends have been 
telling him about 


SCHLAFER‘’S 
GIFT AND KITCHEN 
GADGET DEPT. 


It's new and naturally is going 
to be an interesting place. For 
showers, weddings, household 
gifts, etc. it will be Appleton’s 
number one--shopping center. 
We invite you to see it. 











One of the advertisements which 
announced the new department. 


this interesting section and thus 
walk through the entire house- 


wares department. Brilliant light- 


ing is used in the “gift nook” so 
that it now commands the atten- 
tion of people as soon as they 
come into the store. : 

Modernistic display equipment 
adds greatly to the eye appeal of 
the department ard helps to show 
the merchandise to the best pos- 
sible advantage. The color scheme 
of ivory trimmed with light blue 
makes the section stand out and 
also provides a pleasant and cheer- 
ful atmosphere for customers when 
shopping. 

A number of new lines such as 
pottery, kitchen gadgets, china, 
flower pots, oven ware, and 
chrome ware were added to the 
regular stock of gift goods and 
small electrical appliances. Other 
lines and items suitable for wed- 
dings or showers, and party prizes 
will be carried and special events 
such as anniversaries, Mother’s 
Day, and other occasions will be 
promoted. Popular-priced goods 
together with those costing more 
money will be stocked. 

Plans for announcing the new 
department to the public were 
carefully thought out. Special in- 
vitation letters were mailed to a 
selected list of the store’s women 
customers. This invitation also 
contained a coupon entitling the 
person to purchase an attractive 


Show Them and You'll Sell 


HOME made displayer which 
A permitted the showing — of 
¥5 flashlights within easy reach 
of customers increased sales of this 
merchandise more than 100 per cert 
for Dupo Lumber & Hardware Co., 
Dupo. Ill. This unit was installed 
on a regular 7-ft. table when the 
store was remodeled. It is sur- 
rounded by other electrical supplies. 
Flashlight batteries and bulbs can 
be displayed along the front and 
sides of the unit, and stock of all 
items can be carried in the back. 

The unit is approximately 24 in. 
high and 28 in. long. The front 
slopes toward the back from a base 
8 in. wide to the top which is 2 in. 
wide. Battery and bulb testers are 
attached to the side for convenience. 
Large clamps are fastened to the 
front and these hold the different 
size and model flashlights. Prices 
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are marked on the,glass lens of 
each flashlight. The entire unit is 
painted orange. It was designed by 


Customers are attracted by this display of flashlights. 


cake pan at a very low price when 
it was presented at the gift de- 
partment during the opening. 
More than 200 ladies made pur- 
chases of the special item while 
visiting the department. and a 
great many others attended the 
opening. 

In addition to the special invi- 
tations, a series of newspaper ad- 
vertisements were used to acquaint 
customers with the “gift nook” of 
the store. Several small “teaser” 
ads served to build up interest in 
the new department and preceded 
the quarter page advertisements 
telling more about the new sec- 
tions and the lines to be carried. 
The major part of each ad was 
devoted to items in the house- 
wares department and in one the 
coupon for the cake pan special 
was reproduced. Attractive illus- 
trations relating to the new gift 
department were used at the top 
of each advertisement which 
served to get attention and tell the 
story about the new addition in 
an effective manner. The firm 
logotypes were used at the bottom 
of each ad. 

The “gift nook” is under the 
direction of Mrs. Fern Meyers 
and many special and unusual 
promotion events are to be devel- 
oped around this department 
throughout the year. 


Them! 


Wm. Sheely, of the Merchandising 
Division, Simmons Hardware Co., St. 
Louis, Mo. 


It also 


focusses the natron’s attention on other items shown on the table. 
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GEORGE H. HALPIN 


HAT is the industrial 
supply distributor’s po- 
tential ? 


You may, I hope not, think it 
presumptuous of me, a manufac- 
turer, to attempt to analyze and 
deal with suth a subject, but if 
in so doing, I may be able to add 
something to the little known spe- 
cific knowledge on this important 
subject, this paper will have ac- 
complished its purpose. 

Undoubtedly there was a time 
in our industrial history where the 
jobber, the middleman, enjoyed a 
relatively large share of all indus- 
trial requirements, but that time 
was so long ago that I do not 
believe it should have any place 
in the reckoning of those experts 
who tell us today that the. dis- 
tributor has lost 70 per cent of his 
former potential. I am sure that 
those who allege this 70 per cent 
loss of potential are measuring 
against a period that none of us 
here can more than faintly re- 
member although it might, par- 
tially at least, have been within 
the memory of our fathers. 








*From an address before Triple Mill 
Supply Convention on board S. S. Mon- 
arch of Bermuda, May 25, 1939. 
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What Is te Mill Supply 
Distributor’s Potential? 


It is estimated between $2,800,000,000 and 


$3,500,000,000 despite the wide-spread “direct 
selling” in the distribution of industrial sup- 
plies. Direct selling necessary to make certain 
consumers understand completely how to get 
best results from the use of products and get 
product into consumers’ hands at the lowest 


possible cost. 


By GreorcE H. HALPIn* 
General Sales Manager, 


Minnesota Mining & Mfg. Co., 


One of my old friends in St. 
Paul (he is now 84) tells me that 
St. Paul 50 years ago was one of 
the leading jobbing centers in the 
United States, filled with prosper- 
ous jobbers who handled every- 
thing from steel rails to lumber 
and dry goods. Those were the 
days when the manufacturer felt 
that manufacturing was his job 
and that distribution of the manu- 
factured product was purely inci- 
dental, the days when the phi- 
losopher said that if you build a 
better mouse trap the world will 
make a beaten path to your door. 
But why deal with such remote 
facts? Why not better deal with 
present facts and what to do about 
the broad future? 


Selling Means Success 


There is hardly a product made 
today in any industry which does 
not have one or more competitive 
products which are broadly equal 
in quality; manufacturing proc- 
esses have become so generally 
standardized that in most indus- 
tries the quality of the merchan- 
dise is substantially identical. Be- 


St. Paul, Minn. 





cause of this, the emphasis is now 
on selling and distribution; man- 
ufacturing has become more or less 
routine. The success of the prod- 
uct and the manufacturer behind 
the product depends largely on 
the manufacturer’s ability to sell 
and distribute. 

During this transition from em- 
phasis on manufacture to empha- 
sis on selling, manufacturers have 
learned a great deal about selling, 
about distribution and about the 
cost of selling and distribution. 

Direct selling by manufacturers 
has come about for two principal 
reasons; the first, to make certain 
that the consumer understands 
completely how to get the best re- 
sults from the use of the product, 
and second, to get the product into 
the consumer’s hands at the lowest 
possible cost. 

There are a vast number of man- 
ufactured products today, both 
machinery and materials, where 
the knowledge of proper use cre- 
ates the only difference between 
one product and another. The 
manufacturer has learned that 
where he can impart that specific 
knowledge to the user, a healthy 
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respect for the quality of his prod- 
uct and permanent satisfied cus- 
tomers result. 

During recent years the distrib- 
utor recognizing that this special 
knowledge is necessary in the use 
of technical products has supple- 
mented his own selling plans with 
salesmen equipped with this spe- 
cial knowledge, and in many cases 
this has resulted in vastly im- 
proved manufacturer - distributor 
relationships and many, many dis- 
tributors today are performing a 
specialized selling job for manu- 
facturers that leaves nothing to be 
desired. 


Erroneous Argument 


The manufacturer has also 
learned a great deal about the cost 
of distribution, not average costs, 
mind you, but specific costs as they 
relate to the selling of his own 
product. The distributor has until 
quite recently dealt in averages; 
the distributor knows, for instance, 
that his average cost of distribu- 
tion is, say, 18 per cent of his 
total selling price. Very few have 
attempted to segregate costs to in- 
dividual major products. Erron- 
eously, I believe, the distributor 
argues that any product which 
does not give a differential greater 
than his average cost, is unprofit- 
able. 

A great deal of direct selling has 
been brought about by the inabil- 
ity of the manufacturer to pay the 
distributor what he demanded for 
his services on the one hand, and 
to satisfy the consumer with the 
price he could afford to pay, on 
the other. 

In the final analysis, it is the 
price that the consumer will and 
can afford to pay, that is the real 
factor for both manufacturer and 
distributor consideration. 





“A great deal of direct selling has been brought about by the 


inability of the manufacturer to pay the distributor what he 


demanded for his services on the one hand, and to satisfy the 


consumer with the price he could afford to pay, on the other.” 





The industrial consumer’s re- 
quirements should be classified 
under two headings. The first, 
productive materials. The second, 
non-productive materials. 

Productive materials are those 
consumed in the production of the 
finished article. Non-productive 
materials are those consumed 
broadly for maintenance and re- 
pair usage. 

Pipe, valves and fittings, for in- 
stance, consumed as_ productive 
materials in the production of a 
finished article, a washing ma- 
chine, for instance, are totally 
unrelated to the same or similar 
materials used in plant mainte- 
nance. The productive article re- 
quires much engineering, develop- 
ment and selling effort, large 
stocks to meet productive sched- 
ules, and a price which must be 
sufficiently attractive to prevent 
the consumer duplicating the ma- 
chinery and equipment used by 
the manufacturer and making his 
own. 


Cost of Servicing 


It is beyond consideration for 
the distributor to expect the same 
or a similar margin on productive 
materials of this nature as against 
non-productive materials of the 
same nature. I could cite hun- 
dreds of articles exactly as illus- 
trated but this is sufficient to point 
out that if the distributor properly 





“Direct selling by manufacturers has come about for two 


principal reasons; the first, to make certain that the consumer 


understands completely how to get the best results from 


the use of the product, and second, to get the product into 


the consumer’s hands at the lowest possible cost.” 





measured and segregated his cost 
of servicing the one requirement 
as against the other, there could 
be developed a trend away, rather 
than toward direct selling by man- 
ufactarers of productive materials. 

Let us here take a look at what 
the industrial supply distributor is 
getting today. If you will accept 
that my company is representative 
of what might be termed one of 
the medium to large industrial 
manufacturers, more interested, | 
believe, than the average in buy- 
ing what it can through the dis- 
tributor, here is what the picture 


looks like. 


A Concrete Example 


For the purpose of this analysis, 
we took a million dollars of day 
to day supply purchases, pro- 
ductive and non-productive, ex- 
cluding all extraneous purchases 
such as printing and stationery, 
food, telephone and_ telegraph 
charge, etc., and when the million 
dollars was reached we stopped. 
Then we broke down item by item 
those goods bought direct from 
manufacturers and those goods 
bought through jobbers, and the 
result was: 

Bought direct from manufac- 


turers Fare es ....... $841,000 
Bought from supply jobbers 159,000 


Total __.... $1,000,000 


In other words, the supply dis- 
tributor’s potential is approxi- 
mately 16 per cent of the manu- 
facturer’s spending dollar. 

But this does not quite tell the 
story. This 16 per cent was the 
total purchased of supply jobbers 
and included besides hardware and 
mill supply distributors, electrical 
supply distributors, laboratory 
equipment supply distributors, 
safety appliance distributors, 
photo and drafting room supply 
distributors, instrument and instru- 
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ment repair distributors, rubber 
specialties distributors, machinery 
and equipment supply distributors 
and supply jobbers of waste and 
wiping rags. 

Industrial supplies strictly, ac- 
counted for less than one-half of 
these total supply jobber pur- 
chases. 

Offhand we shall all agree that 
this presents a rather dishearten- 
ing picture but I am sure. that fur- 
ther analysis will show that this 
is not so. 


Facts and Figures 


Taking it at its worst, namely 
that only 8 per cent of the aver- 
age industrial consumer’s dollar is 
spent for industrial supplies, we 
have drawn this out to try to get 
an evaluation of the potential for 
the industrial supply industry. 

There are 170,000 manufactur- 
ing plants in the United States, ac- 
cording to Department of Com- 
merce figures for 1935 which are 
the latest available. Based on the 
number of wage earners employed, 
there are over 2000 plants of the 
average size of our own company. 
There are several hundred plants 
which are much larger. There 
are 12,000 plants which are one- 
half the size of our company, and 
there are 150,000 additional plants 
employing from 100 down to five 
wage earners. 

Extending our own industrial 
supply purchases for the period 
analyzed to estimate one year's 
purchases and using this propor- 
tionate average for all of these 
other plants, we arrive at a total 
yearly industrial supplies potential 
of $3,500,000,000. 

To check this, we again took 
from the figures compiled the as- 
sumption that if 8 per cent of our 
own company’s spending dollar 
goes for industrial supplies, this 
average will apply to the total 
value of all products made. 

The total value of all industrial 
plant production in the United 
States for 1935 amounted to $70,- 
000,000,000, at selling price. As- 
suming that 50 per cent of this 
represented cost of materials, we 
arrive at $35,000,000,000 cost of 
materials. Assuming again that 8 
per cent of this material cost rep- 
resented industrial supplies, we 


finally arrive at $2,800,000,000 as 
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the value of industrial supplies 
sold annually in the United States. 

Therefore, gentlemen, you see 
that the industrial supply dis- 
tributor’s annual potential is be- 
tween $2,800,000,000 and $3,500,- 
000,000—not so bad. 

And all of this, mind you, is 
what I choose to call non-product- 
ive materials. 

What about the so-called pro- 
ductive materials which constitutes 
approximately 85 per cent of my 
own company’s spending dollar? 

This was made up mainly of the 
following products: raw paper and 
cloth and other backing materials, 
chemicals and solvents, raw rub- 
ber, resins and waxes, abrasive 
erains, glues, fuel oil and coal, 
cans, pails, drums, cartons, and all 
other packing and shipping sup- 
plies. 

All of this, mind you, bought 
direct from the manufacturer, and 
I ask you reasonably, isn’t this as 
it should be? Where possibly 
could a supply distributor of any 
description hope to fit into pur- 
chases of this kind? Where pos- 





The above illustration shows a replica 





sibly could the industrial con- 
sumer of products of this kind 
afford to pay the producer plus 
any kind of a middleman, both a 
profit? I am sure you will agree 
that aside from a very small sales 
cost allowance nothing else can be 
afforded. 

Therefore my distributor friends, 
I pray you be reasonable with 
those manufacturers with whom 
you are dealing who admit they 
have a two-way policy; one, sell- 
ing direct to the consumer, the 
other selling through the distrib- 
utor. Be reasonable in admitting 
that on productive supplies to in- 
dustry as a whole your services 
are of limited value, that your 
major field is that which I have 
chosen to call non-productive sup- 
plies. 

And finally, I pray you be con- 
tent in the thought that you have 
a $2,750,000,000 to $3,500,000,- 
000 potential market from which 
to take your share of profit, where 
your services are of greatest value 
and where no manufacturer can 


- well get along without you. 


machine used by the Keystone Steel & Wire Company of Peoria, IIl. 
This machine was reproduced by W. H. Sommer, president of the com- 
pany and the only living son of Peter Sommer, the founder of the com- 
pany. This machine is operated entirely by hand and it is said to take 


two men and a boy 10 hours to weave 10 rods of fence. The machines 


designed and used by the company today can make more than 2500 rods 
in that time. 


of the original fence weaving 
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RACTICALLY every cus- 
p tomer or passerby is a 
prospect for lamps. Lamps 
are a universal item—everybody 


needs and uses them. This in- 
cludes not only every home but 
every store, filling station, restau- 


Se an 


ETTER LIGHT- BETTER 


An interesting display of light conditioning adap- 


tor equipment 


rant, public building, and indus- 
trial plant. 

The largest market of the hard- 
ware store for this type of mer- 
chandise is probably the individ- 
ual home. It was estimated a few 
years ago that the average home 
used eight lamps per year. But, 
since light conditioning has be- 
come such a factor in lamp mer- 
chandising, the potential market 
has become ever larger because 
higher - priced, higher - wattage, 
greater-service lamps are being de- 
manded and because homes are 
adding more outlets. 


900 


The 1939 Better Light - Better 
Sight Campaign will be held during 
the entire month of October. A 
suggested window display with 
official display material appeared 
in the September 21st issue of 
HARDWARE AGE. 


which uses 


simple materials. 


To get business, your store must 
first be recognized as a source of 
supply. This obviously means at- 
tracting the passerby. Window 
displays of lamps should be used 
at intervals to remind people that 
a full and complete stock is car- 
ried. There are many types of 
lamp windows that can be in- 
stalled. Primarily, the window 
should feature lamps and those 
which use mass displays are usu- 
ally most effective. Then, the in- 
expensive fixtures and adaptors 
which are a part of the regular 
stock should be included in the 
display as well as electrical equip- 
ment such as extension cords, 
plugs, etc. 

“Attention-getters” or “traflic- 
stoppers” in displays draw the at- 
tention of the passersby to the win- 
dows and bring them into the 
store. These usually consist of a 
variation of the “What makes it 
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By R. E. Dirks 


Sales Promotion Department, 
Incandescent Lamp Department, 
General Electric Co., 
Nela Park, Cleveland, Ohio 





light?” theme, such as a lighted 
bulb in a flower pot with the base 
in tho air and with no visible con- 
tact with any wires. Or, it might 
be the lamp bulb rotating on a 
glass plate. All such devices 
serve to get attention and suggest 
lamps to prospective buyers. 

But whether or not trafic 
stoppers are used, the trend 
is toward an educational type of 
display of lamp bulbs. By that 
we mean lettered cards showing 
the uses for which the various 
sizes of lamps are recommended. 
Or it may be a card explaining 
the benefits of the silvered bowl 
lamp. “Before and after” photo- 
graphs of light-conditioned rooms 
are effective, when used in such a 
display. 

Interior lamp displays are quite 
important, for it is here that the 
actual selling is done. The lamp 
counter consists of a large table 
which is divided into bins. Lamps 
are placed in the various sections, 
either with or without their 
sleeves, and price and identifica- 
tion strips are placed at the back 
of each bin. Lighting recipe cards 
furnished by the manufacturer 
should also be displayed. The 
stock of lamps carried, both as to 
quantity and type, depends en- 
tirely upon the store and its cus- 
tomers. 

There should be a chart of some 









A Light Conditioning 
Service Center at the 
front of a store. Bulbs 
and adaptor equipment 
are attractively dis- 
played and within easy 
reach of the customer. 
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Some suggestions for increasing 
sales in the lamp department to- 





gether with a description of the 





type displayed prominently on the 
lamp counter to assist the clerk 
and the customer in selecting the 
proper bulb. And in these days 
of specialized lighting, just any 
lamp bulb won’t do. Lighting 
specialists know that a certain type 
and size of bulb is best for each 








































newer lamps on the market today 


particular purpose. The store 


which recognizes this and makes 
an effort to give the customer that 
lamp which best suits his needs 
will soon gain a reputation as a 
good place in which to buy. 

The lamp counter sells light and 
should accordingly be well illumi- 
















nated. It might have a lighted 
sign, or the lamps might be lighted 
from below. 

A complete lamp counter may 
not be practicable for smaller 
stores. In such cases, inexpensive, 
space-conserving, wire merchan- 
disers of various types may usually 
be obtained from the manufac- 
turer. 


A Sales Stimulator 


For those stores which are really 
active in promoting the sale of 
lamp and lighting accessory equip- 
ment, the Light Conditioning Serv- 
ice Center has proved to be a sales 
stimulator of the first degree. 
This consists of an _ attractive 
counter, usually built for the pur- 
pose, on which lamps, light con- 
ditioning equipment, shades and 
adaptor units, portable lamps and 
pin-up lamps may be displayed. 
The service center also provides a 
place for the prominent display 
of a light guide 
within easy access of clerk or cus- 
tomer. Provision is usually made 
for lighting three or four of the 
adaptor units. These in them- 
selves attract attention to the dis- 
play, besides showing how they 
will look when put to actual use. 

It is profitable to use secondary 
displays at times. These displays 
may consist of small baskets of 
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lamps, counter cards furnished by 
manufacturers, cartons of lamps 
arranged attractively, or lamps in 
holders often furnished as part of 
display services of the lamp manu- 
facturers. They may be placed at 
the cash register, near the doors, 
or on counters other than the lamp 
counter, and serve to remind cus- 
tomers of lamp bulbs. 

Selling bulbs in the hardware 
store should be more than just 
clerking. If the customer picks up 
a 40-watt bulb and says, “I'd like 
this lamp, please,” and you say 
only, “All right, that will be 15 
cents,” chances are that you have 
missed an opportunity for a larger 
sale, or at least the chance to be 
of service to the customer. Ex- 
perience of the past few years has 
shown that the dealer can make a 
larger sale and the customer will 
be more satisfied if the clerk 
makes an effort to determine 
whether or not the customer is 
buying the right bulb. 

The logical sequence of such an 
ideal sale might be as follows: 

1. Customer picks up a small 
bulb. 

2. Clerk asks politely where 
customer intends to use bulb. 

3. Clerk refers to guide of 
proper uses, and if customer has 
not selected proper size and type. 
recommends correct bulb to cus- 
tomer. 











Example of Light Conditioning Service Center placed against the 


wail. 
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Lighted fixtures and modern design will attract attention. 


4. Clerk suggests light condi- 
tioning assortment of various 
types and sizes of lamps to assure 
that customer has right sizes as 
well as spares on hand. 

5. Clerk suggests purchase of 
light conditioning accessories 
which, for a very small sum, help 
to convert the lighting in a home 
from poor, glaring, strain-pro- 
ducing light to soft, shadowless, 
even illumination. 

If customer has picked up a 40- 
watt lamp for her kitchen, and 
clerk recommends a 100 or 150- 
watt size, the customer usually 
counters with the argument that 
such a bulb is too expensive to 
burn. This gives the clerk a 
chance to explain how very little 
light conditioning costs, and when 
combined with the story of de- 
crease in lamp prices and cost of 
current, usually convinces the cus- 
tomer that benefits gained by using 
good light are worth far more 
than their slight added cost. 


New Types of Lamps 


Another factor that has caused 
increased complexity in lamp mer- 
chandising has been the introduc- 
tion in the past year or two of 
several entirely new lamps. At 
the same time, however, these new 
lamps have opened up wider profit 
possibilities for dealers because of 
the fact that for the most part 
they are higher-priced, greater 
service lamps. By higher-priced 
we mean 50 cents and up, and 
when that is compared with 15 
cents, the amount that a dealer 
usually thinks of when he thinks 
of a lamp bulb, potentials have 
increased several fold. 

Following is a brief resumé of 
some of the newer lamps on the 
market today, along with the 
profit possibilities these lamps 
hold for the hardware retailer. 

1. Silvered Bowl. This lamp 
has a coating of mirror silver on 
the lower half of the bulb. Over 
this are deposited coatings of 
copper and aluminum to protect 
When used in ceiling 
fixtures, the silver, acting as a re- 
flector, redirects the light from the 
bulb upward to the ceiling, where 


it is redistributed downward about 
(Continued on page 96) 


the silver. 
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Columbus, Ohto, Scene of Nattonal 
Bicycle Races and Convention 


Amateur Bicycle League of 
America elects Otto Eisele 
president for seventh time 


Martin Deras, national champion, receives the 
Governor's Trophy from Clyde Brokaw, presi- 
dent of the Shelby Cycle Co., Shelby, Ohio, 
and president of the Cycle Trades of America. 
Center: Ray F. Wunderlich, merchandise mgr., 
The Cussins and Fearn Co., Columbus, Ohio 


The crowd at 
the finish 
line to greet 
the winners 


At left, Chester Nelson, winner of light weight and 
balloon tire races; center, Carl Pharis, president, 
Pharis Tire & Rubber Co., Newark, Ohio, who present- 
ed the trophies donated by his company} and Carelton 
Bouleware, winner high-pressure tire stock bike race. 


ARTIN DERAS, Bakersfield, 
Cal., who had never com- 
peted in a national bicycle race 
before, won the national cham- 
pionship of the Amateur Bicycle 
League of America in the finals at 
Franklin Park, Columbus, Ohio, 
Saturday, September 2. His vic- 
tories in the 10-mile and 25-mile 
races gave him enough points for 
top place despite his failure in the 
one- and five-mile races. 
More than 5000 spectators saw 
the races which started Friday 
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with the first annual stock bicycle 
races, 

Deras won with 14 points out 
of a possible 15. Frank Paul, Salt 
Lake City, Utah, won the junior 
championship with 10 points. 
Takashi Ishihara, of Honolulu, 
came in third with 8 points. 

In the closely contested wo- 
men’s. division, Gladys Ruth 
Owens of New York won over 
the 1937 champion, Doris Kop- 
sky, with 11 points compared to 
the ex-champ’s 9. 

Chester Nelsen of St. Louis won 


two stock races, one for light- 
weight bicycles and for balloon- 
tired bikes. The stock race for 
high-pressured tires was won by 
Carelton Bouleware, Shelby, Ohio. 

The convention of the ABLA 
in the Deshler-Wallick Hotel 
closed Saturday. Otto Eisele was 
re-elected president for his sev- 
enth term. August Husse, 
Columbus, vice-chairman of the 
races and head of the Ohio Bi- 
cycle Association, was elected to 


third vice-president of the ABLA. 
(Continued on page 98) 
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Manuracrurers of products sold through the retail 
hardware store are doing everything possible to maintain 
a sensible view on prices and are encouraging dealers not to be- 
come panicky. For the most part, they are holding present prices 
unless raw material costs have advanced greatly, and in these 
cases new prices represent only actual increased manufacturing 
costs. Where possible, notice of advances are given so customers 
can cover current requirements adequately, and there is a ten- 
dency to make all advances as slight as possible. In considering 
the following comments, bear in mind that the views expressed 
were in most cases made prior to the announcement on steel 
prices for the fourth quarter and before the convening of Con- 
gress in special session.—The Editors. 





All-In-One Cement Company 

St. Louts, Mo. (cements of all 
kinds). Wm. E. Blair, Jr., states: 
“The price trend as we see it will 
increase the cost of merchandise but 
until that time comes our prices will 
remain the same. We sincerely hope 
that it will not be necessary to put 
increases into effect. It behooves 
every wholesaler and retailer to take 
advantage of the prices that are in 
effect today before the shortage and 
the rise in prices.” 


E. C. Atkins & Co., Inc. 


INDIANAPOLIS, IND. (saws, files, 
etc.). K. W. Atkins, vice-president 
in charge of sales, writes: “We are 
not making any changes in prices 
until our costs have been affected. 
We are accepting only orders for 
normal requirements and for ship- 
ment on specific dates prior to Janu- 
ary 1. We are glad to say that the 
tendency of the trade has been to 
cover themselves for their normal 
needs and there has not been a great 
deal of speculative buying so far.” 


Bissell Carpet Sweeper Co. 


Granp Raps, Micu. (carpet 
sweepers). J. W. Scott, secretary- 
sales, states: “We can say that there 
will be no changes in the price of 
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Bissell Sweepers for the rest of this 
year at least and in view of our poli- 
cy of not announcing our prices for 
more than a six months’ period that 
is as far as we can commit ourselves 
at the moment. However, we hope 
that nothing will occur to force a 
change next year, and we will go to 
quite some length to avoid it, be- 
cause we believe that the trade ap- 
preciates our policy of endeavoring 
to keep Bissell Sweepers on as uni- 
form a level of pricés as possible.” 


Henry Cheney Hammer Corp. 


Littte Fatus, N. Y. (hammers). 
E. S. Mulford states: “It seems 
very probable that an increase in the 
demand for hammers would neces- 
sarily bring an increase in price. Up 
to the present time there has been 
no increase in our cost and we have 
not made any plans for increasing 
our prices. The amount of time we 
could allow our customers in prepar- 
ing for advances in price would be 
entirely dependent on how rapidly 
our costs increase.” 


Casein Company of America 


New York City (casein glues). 
W. F. Leicester, vice - president, 
states: “We have no present plan 
for a price change of Casco Glue. 


We think it unwise to draw long- 
term conclusions from the sudden 
raw material price upturns that have 
occurred during recent days. We 
propose to let things ride along for 
the present, and if raw material 
costs continue to increase, we will 
probably change our prices at the 
end of the year.” 


Cleveland Chain & Mfg. Co. 


CLEVELAND, Ono (welded and 
weldless chain—tire chains). David 
J. Gemmell, general sales manager, 
says: “The price trend is definitely 
upwards and if these raw material 
increases continue it will shortly 
reflect higher prices on finished 
goods. At the present time and prior 
to any necessary price adjustments 
we will accept from our regular cus- 
tomers, orders for a _ reasonable 
amount of our merchandise, for im- 
mediate shipment or at our earliest 
convenience, and at our current pub- 
lished prices. It will be our policy 
to reflect in any new prices we may 
have to issue only such advances as 
are absolutely necessary and war- 
ranted by production cost changes.” 


Durable Mat Co. 


Axron, Onto (door mats). Frank 
M. Plummer, sales manager, states: 
“Our company does not have any 
definite plans as yet for price in- 
creases because we do not know, as 
yet, how much increased crude 
prices will affect the price of scrap 
rubber. We anticipate that we will 
be able to maintain our present 
prices for another 60 days but are 
not guaranteeing any prices for any 
length of time.” 


Edlund Co. 


BurLincTon, Vt. (can openers, 
egg beaters; bottle openers, knife 
sharpeners). W. W. Edlund states: 
“We have already placed orders for 
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enough of all of our important raw 
material items to carry us for a full 
normal year, at present and non-in- 
creased prices. We feel very cer- 
tain that there will be no price 
changes whatsoever on any of our 
products for the remainder of this 
year. While we feel reasonably sure 
of this fact, we do not feel justified 
in committing ourselves absolutely 
on this point for obvious reasons. 
Our policy will be to maintain pres- 
ent prices as long as possible, and 
make any necessary increases as 
small as possible.” 


Eagle Manufacturing Co. 


Wettsspurc, W. Va. (oilers, oil 
and gasoline cans). E. I. Fleming. 
sales manager, states: “We believe 
price changes on certain, items in 
our line are inevitable. This state- 
ment has reference to items wholly 
or partially manufactured from cop- 
per or brass. The amount of price 
increase to come on such commodi- 
ties depends entirely on whether or 
not the European war is of short or 
long duration. If of long duration 
tremendous quantities of copper and 
brass will be diverted to the manu- 
facturers of munitions which would 
otherwise be available for normal re- 
quirements. We have not made any 
price advance to date. We suggest 
distributors and dealers place speci- 
fications immediately on staple items 
based on a portion of their 1939 
sales. We have anticipated our re- 
quirements on raw material insofar 
as possible and will endeavor to fill 
all orders received from our distrib- 
utors at current prices if delivery 
is specified prior to December 15, 


1939.” 


Galena Oil Corp. 


Cincinnati, Onto (Galena motor 
oils). H.M. Hart, president, states: 
“Since war has been declared there 
has been a distinct stiffening in the 
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prices of unbranded motor oils, and 
it is only natural to assume that as 
time goes on, crude prices and every- 
thing that goes into the manufacture 
of lubricating oils will advance, 
which will result in higher prices on 
all of our oils and greases, and if the 
war is long prolonged, there will be 
a big demand for oils and greases. 
It is expected that our own prepared- 
ness expenditures would greatly stim- 
ulate domestic industrial activity 
—it seems that it would be perfectly 
safe to buy oils and greases in very 
large quantities, and it will undoubt- 
edly pay all of our distributors to 
anticipate their requirements a lit- 
tle.” 


General Electric Co. 


NetaA Park, CLEVELAND, OHIO 
(household refrigerators). A. M. 
Sweeney, manager, states: “We are 
not concerned with any price change 
on our 1939 line but are much con- 
cerned about the trend of prices. It 
is our intent to carefully watch the 
trend so that we may establish 
prices on our 1940 line which will 
reflect material cost changes occur- 
ring between now and then. We 
have always protected our distribu- 
tors and dealers on any price reduc- 
tions which we made during an 
active selling season and have given 
the distributors and dealers the en- 
tire benefit of any price advances on 
active models. We believe we will 
continue this policy.” 


The Hamlin Metal 
Products Co. 


Akron, OnIo (metal stampings, 
housewares, steel goods, etc.). E. W. 
Hamlin, president, writes: “We ad- 
vise that prices on frying pans, 
skillets, shovels, hoes, rakes, bacon 
crispers, utility tables, etc., are al- 
most certain to increase materially 
within the next thirty to sixty days. 
While, in our estimation, there is as 


yet no justification for this pos- 
sibility of an increase in price. 
nevertheless practically all the raw 
materials which go into the manu- 
facture of our product are either 
strengthening or have been _ in- 
creased. Our firm intends to hold 
prices at their present level if at all 
possible, then, if necessary, taking 
only justified increases which are 
substantiated by our costs.” 


The Hilger Co. 


St. CLoup, Minn. (floor sanding 
machines). H. L. Winje, advertis- 
ing manager, writes: “We do not 
anticipate an immediate increase in 
prices of Hilco equipment, yet neces- 
sarily we are influenced by raw mate- 
rial costs. Prices of metal and rub- 
ber probably will be influenced di- 
rectly, exclusive of purely inflation- 
ary effects of the European war. If 
the conflict lasts more than a year, 
there is no doubt but what price in- 
creases will be necessary. We will 
stave off raising prices on Hilco 
Sanders as long as we possibly can 
but we can give you no assurance 
as to how long before we will be 
forced to increase prices.” 


H. L. Judd Company, Inc. 


WALLincrorp, Conn. (housefur- 
nishings, hardware). Geo. R. Mur- 
dock, sales manager, states: “While 
prices of our material have not been 
advanced alarmingly, as yet, there 
is every indication that further in- 
creases are coming. A still greater 
difficulty is the uncertainty about 
future delivery of material. It leaves 
the question of our future prices 
very vague. We are accepting busi- 
ness at today’s prices for immediate 
shipment, or subject to our con- 
venience. We have raised very few 
prices. In the regular catalogued 
merchandise, a few sub - standard 
prices have been raised but even in 
this case they have not been raised 
to a sensible standard level. On 
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specials we are advancing prices be- 
cause in these cases the gamble is 
too great. In our opinion prices will 
advance on merchandise made of 
metal.” 


Indestro Mfg. Corp. 


Cuicaco, Iti. (tools). W. R. Hos- 
ford, sales manager, says: “In our 
particular line there is some evi- 
dence that buyers are increasing 
their inventories but there does not 
seem to be any indication that it 
is being done to excess. In any line 
of merchandise where a basic metal 
such as steel is one of the prime 
factors, it is quite necessary to fol- 
low the price of this commodity.— 
We feel that moderation should be 
used on the part of both manufac- 
turer and distributor so as to pre- 
vent wide fluctuations.” 


Francis Keil & Son, Inc. 


New York, N. Y. (quality hard- 
ware). J. J. Kelleher states: “We 
will give our customers every rea- 
sonable protection, and only make 
advances that will cover the addi- 
tional costs that are forced upon us. 
such as labor and material. We do 
hope, however, by additional volume, 
which will naturally decrease over- 
head and costs to manufacture, to 
minimize these advances and delay 
them as long as possible. We are 
going to be very reluctant to make 
sales for future delivery at prevail- 
ing prices. For our own protection 
we will have to accept orders at 
prevailing prices for shipment at ow 
convenience.” 


Lincoln-Schlueter Floor 
Machinery Co., Inc. 


Cuicaco, Itt. (floor surfacing. 
sanding, waxing. polishing, scrub- 
bing machines). R. E. Slayter, vice- 
president and sales manager, states: 
“We have notified our sales organ- 
ization that increases may be neces- 
sary because we have in turn been 
notified by our sources of supply 
that they may have to increase 
prices. In case our manufacturing 
costs are forced upward, we will 
simply have to increase our prices. 
as we have been selling on a very 
thin margin of profit. It seems to 
me that the outlook for business in 
this country is quite good. But in 
case all of this talk about price in- 
creases results in a lot of unneces- 
sary boosts in prices, such increases 
may result in business conditions re- 
maining somewhat as they have 
been, especially in industries that 
will not be stimulated by war condi- 
tions.” 


oy 


Milcor Steel Company 


MitwaukeEr, Wis. (sheet metal 
products). T. C. Cheney, advertis- 
ing and sales promotion manager. 
writes: “Although our present prices 
are extremely low in relation to 
costs, we are not making any gen- 
eral price advances now, even though 
it is increasingly evident that we 
face a probable shortage of raw 
material with resultant higher costs. 
It is probable that there will be a 
general upward revision of prices in 
the fourth quarter of this year due 
principally to the advance in mate- 
rial costs. 


Morse Twist Drill & 
Machine Co. 


New Beprorp, Mass. (drills, ream- 
ers, cutters, taps and dies and spe- 
cial tools). W. T. Read, president 
and treasurer, states: “It seems to 
us that this trend toward increasing 
prices is definitely not warranted at 
the present time, as we believe for 
some time to come there is plenty of 
material and labor to meet the de- 
mands without increased expense. 
The greatest service to American in- 
dustry at the present time is to keep 
on an even keel. Of course if those 
in control of raw material attempt to 
take advantage of the situation it 
will force increases along a number 


of different lines. but it doesn’t 
seem that this step is necessary for 
some time to come.” 


Henry Disston & Sons, Inc. 


PuiLapeLPHia, Pa. (tools, files, 
saws and knives, etc.). David W. 
Jenkins, manager of sales, writes: 
“We find a general trend to advance 
prices. Some, no doubt, are justified 
and some are not. It has always 
been our policy to keep our prices 
down and to make as few changes 
as possible in the way of an ad- 
vance. Advances are made only when 
necessary due to increased costs in 
manufacturing. At this time we will 
accept stock orders at present prices 
on the basis that date of shipment 
will be specified within a period not 
exceeding 60 days from date of or- 
der, subject to our regular terms of 
payment.” 


Schaefer Brush Mfg. Co. 


MiLwavKEE, Wis. (brushes). O. L. 
Schaefer, secretary, writes: “Our 
suppliers of bristles, hair and fibre 
have already advised us that they 
have withdrawn prices and are un- 
able to guarantee delivery of exist- 
ing contracts for raw materials. 
whose origin is in the countries now 
engaged in war. Under these condi- 
tions we think it timely that you 
check over your brush stock and 
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Who .esacers throughout the country are considering 
the problem of higher prices in a sane and conservative man- 
ner. They are advising their dealer customers to do like- 
wise, all of which should have a most stabilizing influence on 
future price trends. For the most part, wholesalers are covering 
for normal requirements but anticipate slightly better business 
which justifies a little heavier purchases. Dealer customers are 
being protected where the same protection is extended to the 
wholesaler by the manufacturer. Prices are being advanced re- 
luctantly and only slight advances are being made where this 
is necessary. Bear in mind in reading these comments that most 
were made prior to the recent announcement of fourth quarter 
steel prices and before the convening of Congress in special 


session.—The Editors. 
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anticipate your requirements some- 
what in advance. We will continue 
to hold prevailing prices open as 
long as possible, however we reserve 
the right to withdraw prices without 
notice.” 


Patent Novelty Company 


Futon, Int. (advertising novel- 
ties, hardware specialties, etc.) . Fred 
R. Peck, hardware department. 
states: “Any advances in quotations 
which we make, and none are an im- 
mediate possibility at present, will 
be wholly gauged by what we are 
convinced are natural advances on 
raw materials which enter into the 
manufacture of our product. We are 
informing our trade that all quota- 
tions are subject to change without 
notice, but this is always true. war 
scare or none.” 


Fayette R. Plumb, Inc. 


PHILADELPHIA, Pa. (hammers. 
hatchets, and other tools). Fayette 
R. Plumb, president, states: “We 
have no present intention of ad- 
vancing the price of anything that 
we make, except sledges in which we 
announced an advance before the 
war scare because acute. We intend 
to hold off, as long as we can, mak- 
ing any advance in the prices of 
handled hammers, hatchets, axes. 


and files. We do not know how 
long this will be. As we do not 
propose. to make any advanees until 
advancing costs force us to do so, we 
shall not be able to accept any or- 
ders after an advance is made or 
to protect any customer against an 
advance except by accepting actual 
specifications from customers at 
present prices until they are with- 
drawn.” 


Russell, Burdsall & Ward 
Bolt and Nut Co. 


Port Cuester, N. Y. (bolts, nuts. 
etc.). Harry O. McCully, general 
manager of sales, writes: “In the 
bolt and nut field, our policy to a 
large extent must reflect the policy 
of the steel industry. Costs are ad- 
vancing and will continue to ad- 
vance. Shortages will develop. De- 
liveries will become poorer. The 
dependability of the source of sup- 
ply will become of more and moré 
importance to the buyer. It is our 
thought to proceed with restraint 
and moderation. We are establishing 
a fourth quarter market which even 
today shows us the narrowest margin 
of profit. To protect ourselves 
against advancing costs, we shall 
limit our obligations during this 
period to a maximum tonnage based 
upon past experience.” 


Clemson Bros. Inc. 


Mipptetown, N. Y. (hack saw 
blades). Wm. E. Cross, vice-presi- 
dent and treasurer, states: “War 
conditions in Europe will unques- 
tionably cause shortage of all goods 
and materials, and such shortage 
will very naturally have its effect 
upon manufacturing costs. We are 
urging our jobbers to anticipate 
their needs in order that we may 
insure, for as long a time as possi- 
ble, today’s level of prices.” 


Sargent & Company 


New Haven, Conn. (builders’ 
hardware). G. F. Wiepert, vice- 
president, states: “The price trend 
in recent months has been upward. 
due not only to advancing costs but 
also to a realization by manufac- 
turers that the price level was un- 
comfortably low. If war had not oc- 
curred in Europe it appeared likely 
that some advances would have to he 
made, especially in the more highly 
competitive lines. Since war was 
declared, the advances in prices of 
metals and other commodities in- 
dicate advancing costs of manufac- 
tured goods, which are likely to be 
followed by advances in selling 
prices as they are found necessary. 
There are indications of a general 
desire to carry more liberal stocks 

(Continued on page 74) 
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Corpus Christi Hardware Co. 


Corpus Curisti, Texas, Oscar J. 
Koepke, secretary-treasurer, states: 
“Many of the advances that were 
put on recently should have been 
put on a long time ago because 
prices were scraping bottom. What 
we are going to do as far as chang- 
ing our prices are concerned will 
say that we haven’t made any defi- 
nite plans. There is no time limit to 
stock up and what we must do, it oc- 
curs to us, is to just take good care 
of our customers as far as we pos- 
sibly can.” 


The Frank Colladay 
Hardware Co. 
Hutcuinson, Kan., Charles S. 
Colladay writes: “We believe that 
some of the advances talked of but 
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not yet put in effect are probably 
in order, while we know that others 
will not be on account of being 
purely speculative. We are in the 
merchandising business and are not 
speculating. It is our policy to fol- 
low the market up or down as rap- 
idly as we can put the changes into 
effect and we do not buy beyond our 
reasonable requirements.” 


California Hardware 
Company 


Los ANGELES, CAL., Shannon 
Crandall, president, says: “Up to 
the present time we have made no 
changes in our prices since the com- 
mencement of the European war 
with the exception of linseed oil and 
tin products. As a distributor we 
have little to do with the basic 
prices. Our prices are based en- 


tirely upon the cost or market price 
of our merchandise. It is our belief 
that if hostilities continue for any 
great length of time quite substan- 
tial price increases may be ex- 
pected.” 


Brown-Roberts Hardware & 
Supply Co., Ltd. 


ALEXANDRIA, La., J. L. Pitts, presi- 
dent, writes, “Those who buy for re- 
sale are, naturally, wise in anticipat- 
ing their requirements for as much 
as six months ahead on favorable 
coverages. It is our opinion that 
prices will level out within a six 
months’ period at about today’s pub- 
lished prices and sufficient goods will 
be available in practically all lines. 
The exception will be on imports, 
such as tin, rubber, etc. We do not 
look for a runaway market. How- 
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DID WE SAY 


DEALERS FROM COAST TO COAST ARE 
PROVING IT WITH ORDERS FOR THESE 
NEW 1940 ESTATE GAS RANGES 
i a 


Sales soar throughout nation as Estate 


makes dramatic entry into low-price, 


big volume field 





” HE sensation of 1940 is here!”’ Estate announced 

it a month ago. And leading dealers and utilities have 
been proving it, ever since . . . with orders for these amazing 
new 1940 Estates. For they know that consumers, every- 
where, will welcome with open pocketbooks these quality- 
built Estate Gas Ranges that cost no more than lesser 
known, lower quality ranges. And that’s why you’l/ want 
to take advantage of this great new profit opportunity 
right now. Write today for complete details of these sensa- 
tional ranges . . . and powerful display and promotional 
material that is ready to help you turn them into extra 
sales and profits. The Estate Stove Company, Hamilton, O. 


NEW ESTATE “AAW OVEN 


gives you more than price to talk about 
in a low-priced range 


You’ll call it an oven miracle. 
And so will your customers. 
Combines the best features of 
the famous Estate Fresh-Air 
Oven with new speed and econ- 
omy. Heats up faster. Saves gas. 
Saves kitchen space. Provides 
extra pan room. Assures uniform 
baking. And it’s just one of the 
features of these new Estates 
that give you a real selling story 
with a low-priced gas range. 
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The WELLESLEY Estate—No. 701 


Recommended for headline 
display in your advertising 
and sales promotion this Fall. 
Has the new Air-Flow Oven, 
drawer broiler, utensil com- 
partment and drawer. 38 
inches wide; cabinet flush to 
the wall. 


SAME RANGE WITH GRID-ALL 
PRICED TO SELL AT 


$89.95* 


The SWEETBRIAR 
Estate—No. 703 


Same general appearance as 
the Wellesley model, but with 
waist-high, barbecue-type 
broiler. ; 


PRICED T® SELL AT 


$99.95" 


*Slightly higher prices on all ranges at 
points remote from the factory. 





ae svayey 


PRICED TO SEiL at | 
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DIVIDED TOP MODEL 
The VASSAR Estate—No. 704 


Same “‘chassis”’ as the No. 703, but with 
top burners set in pairs and table-top 
space between. Has the new Air-Flow 
Oven, waist-high, barbecue-type broiler. 
38 inches wide; cabinet flush to the wall. 


PRICED TO SELL AT $99.95" 


YARDSTICK OF VALUE 
The RADCLIFFE Estate—No. 739 


World’s biggest 36 inches of gas range 
value. New Air - Flow Oven, drawer 
broiler, utensil compartment. Cabinet 
flush to the wall. 


PRICED TO SELL AT $69.95" 





CASH IN ON THE YEAR’S 
MOST DRAMATIC PROFIT 
OPPORTUNITY. WRITE FOR 


Available for every type of gas: Natural, Manufactured, Bot- 
tled, Butane. All models also available with CP specifications 


COMPLETE DETAILS TODAY. | 








OCTOBER 5, 1939 





ever, world conditions are so uncer- 
tain that it’s all more or less of a 
guess. As to present policies—it 
would be suicidal not to follow the 
market up on any spot merchandise. 
Our policy will be to take care of 
our regular trade in proportion to 
their usual demands at prices com- 
mensurate with replacement cost.” 


Higginbotham-Pearlstone 
Hardware Co. 


Datias, Texas, O. H. Mann, vice- 
president and general manager. 
writes: “We are not going to go wild 
at this time and stock up on a lot 
of merchandise that will not sell in 
a-reasonable length of time, since we 
cannot tell far enough in advance 
what is going to happen. We are 
increasing our stock on staple mer- 
chandise and are getting ready to 
carry on business in a bigger way 
since we feel that business is going 
to be better. There are certain items. 
such as brass and most steel goods, 
that are advancing. We do not look 
for all merchandise to advance.” 


Ed. S. Hughes Co. 


ABILENE, Texas, Bates Thatcher. 
states: “Our policy shall be to ad- 
vance prices only on such commod- 
ities as market conditions dictate. 
Our purchases shall be for reason- 
able time requirement. If the war 
continues, and we eventually get into 
it, then guessing becomes more and 
more a hazard, and let’s hope that 
such won’t happen.” 


Henkle & Joyce Hardware Co. 


Lincotn, Nes., R. M. Joyce, presi- 
dent, states: “We have not been 
prompt in putting price changes into 
effect but propose to begin at once. 
It is obvious that we have no other 
method of protection against the pe- 
riod of decline which is sure to come 
and we are confident the retail 
branch of the industry will follow 
the same course. In a very general 
way the trade has taken advantage 
of the opportunity to anticipate their 
requirements.” 


Stratton-Warren Hardware 
Company 


Mempuis, TeNN., Leslie M. Strat- 
ton, president, writes: “We have a 
very definite opinion that all mer- 
chandise that we sell manufactured 
of such raw materials as steel, iron. 
copper, lead and zinc and other min- 
erals will advance sharply in the 
immediate future; the extent of such 
advances dependent upon the war 
trends in Europe. Our policy will 
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be to cover our reasonable require- 
ments on all items that are advanc- 
ing and we will share with our cus- 
tomers the benefit that comes to us 
from any favorable purchases that 
we make.” 


Salt Lake Hardware Co. 


Satt Lake City, Utan, Charles 
L. Wheeler, president and general 
manager, states: “It has been our 
policy over a long period of years to 
follow the market so far as prices 
are concerned whether those prices 
be up or down. We sincerely hope 
that there will not be a marked ad- 
vance in a general way because this 
will naturally put the brakes on con- 
sumer buying and cause dealers to 
become panicky. For this reason we 
are urging our suppliers to keep 
their advances within reason, and 
where possible to provide a little 
wider margin of profit. We are ad- 
vising our dealers to do exactly what 
we are doing—to buy based on ac- 
tual needs rather than on speculative 
hasis.”” 


Stratton & Terstegge 
Company, Inc. 


LoutsvitLteE, Ky., P. W. Moore, 
sales director, writes: “Prices have 
advanced along a broad front and 
dealers realize they can make no 
mistake in stocking up with good, 
salable merchandise. It is our plan 
to put the new prices in effect except 
those on which we are sufficiently 
covered, thus making it possible to 
extend the privilege to our dealers 
specifying one or two orders at the 
old prices. We realize our responsi- 


bility to the dealers, we are endeavor- 


ing to advise them sanely and wise- 
ly, through proper instructions and 
policy of our sales force. We have 
selected items which have advanced 
and which will continue to advance 
more rapidly than others and are 
endeavoring to obtain specifications 
for these sufficiently far ahead so the 
dealer will be protected.” 


G. Sommers & Company 


St. Paut, Minn., Charles L. Som- 
mers states: “Prices may still go 
higher, but whether they will last 
throughout next year, no one knows. 
However, factories are generally 
booked for a good many months to 
come and we believe that the higher 
prices now being established will 
last well into spring at the very least. 
We feel that our customers will 
make no mistake in covering nor- 
mal wants on staple goods at pres- 
ent prices.” 


Masback Hardware Company 


New York, N. Y. E. R. Masback, 
president, writes: “We intend to rig- 
idly pursue the policy of ‘Business 
As Usual.’ We are increasing our 
inventories in order to safeguard 
ourselves against being out of stock. 
In spite of general price advances. 
which we confidently expect, our 
firm will endeavor not to raise its 
prices except where forced to do so 
through the necessity of replacing 
merchandise at a higher cost. We 
intend to make certain that there is 
no profiteering in our business—but 
at the same time we hope to increase 
our volume at our normal gross mar- 
gin of profit. Under no circumstances 
will we advise dealers to do any 
speculative buying. We believe that 
dealers can safely replenish their 
stocks, but—that is all. We intend 
to pursue a more conservative credit 
policy.” 


Morehouse & Wells Co. 


Decatur, Itt. Wilbur Humphrey, 
president, writes: “Every day and 
almost every hour we are receiving 
notices of price withdrawals and 
price advances. This does not excite 
us as we have been through this ex- 
perience before. We do not expect 
to do any speculative buying but 
naturally must carry a heavier stock 
as we expect deliveries to be slower. 
It will be necessary for us to change 
our prices to conform to market 
changes but we will offer our deal- 
ers any price protection which we 
receive from the manufacturers. Our 
suggestion to the dealer is that he 
carry a larger stock for the same 
reason that we do and that he can 
make no mistake in buying liberally 
for current requirements on an ad- 
vancing market, always bearing in 
mind that what goes up must come 
down.” 


Nelson Hardware Company 


Roanoke, Va. J. N. Williamson 
states: “We believe that there will 
be moderate advances in most all 
hardware products. We find this 
particularly true in regard to steel 
products, with jobbers and dealers 
being able to buy modest stock at 
the present prices. We find there 
have been rather drastic advances in 
the price of non-ferrous metals with 
no opportunity to cover. We expect 
to put in these advanced prices with- 
in a reasonable time and _ believe 
other jobbers will do likewise. A 
great many products have heen sold 
at too-low prices.” 
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Michigan Hardware Company 


Granp Rapiws, Micu. S. L. Spin- 
dler, states: “If American manufac- 
turers are not careful to control 
their prices, which necessarily have 
to be passed on to the consuming 
public, we fear the price trend is 
going to reach a point where a lot of 
consumers will simply stop buying. 
While we agree it is only natural 
and necessary that a slight upward 
price trend occur, at the same time 
it must be kept within due bounds 
otherwise it may retard consumer 
buying.” 


Kane & Keyser Hardware Co. 


Beuincton, W. Va., J. E. Keyser, 
president, states: “Our company is 
taking advantage of all ‘under the 
market’ opportunities which are 
open to us but we do not feel like 


“The Hardware Cge idstackhoard 


Of Wholesale Hardware Sales and Collections on Accounts Receivable 
By Geographic Regions, Zor July, 1939 
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WEST SOUTH CENTRAI 
MOUNTAIN 
PACIFIC 
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Middle Atlantic (N. J., N. Y., Pa.) 





S. D.) 
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New England (Conn., Maine, Mass., N. H., R. I., Vt.) 


East North Central (Ill., Ind., Mich., Ohio, Wis.) 
West North Central (Iowa, Kan., Minn., Mo., Neb., N. D., 


speculating wildly in merchandise 
at this time. The production capac- 
ity of mills and factories is large 
and no distressing shortage should 
last for any great length of time.” 


Oklahoma City Hardware 
Co., Inc. 


OKLAHOMA City, Oxia. R. W. 
Arnold, secretary-treasurer, states: 
“As war in Europe progresses, it is 
our opinion that prices on practically 
all hardware lines will definitely 
move upward. While we are indulg- 
ing in no inventory speculation, we 
are, to the best of our ability, cover 
ing our normal requirements of 
staple lines for the next six months. 
We are also, wherever possible, giv- 
ing our dealers the opportunity to 
build up their stocks at current 
prices, in order that consumer de- 


COMPILED BY THE U. 8. DEPARTMENT OF COMMERCE, IN COOPERATION WITH 


CREDIT MEN) 


Sales Reported 


2,278 
983 
4,368 


26,963 





South Atlantic (Del., D. C., Fla., Ga., Md., N. C., S. C., Va., 


W. Va.) 


**These figures should not be related to sales figures for current month. They represent only ratio of collections during that month 
te accounts receivable at beginning of month. 


33,309 ‘ 


East South Central (Ala., Ky., Miss., Tenn.) 
West South Central (Ark., La., Okla., Texas) 
Mountain (Ariz., Colo., Idaho, Mont., Nev., N. M., Utah, 


Wyo.) 
Pacific (Calif., Ore., Wash.) 





mands will not be drastically af- 
fected by changes which occur too 
rapidly. As advances occur, it will 
be our policy to raise our prices to 
the replacement basis.” 























American Hardware Supply 
Company 


PirtsBuRGH, Pa., Wm. M. Stout, 
general manager states: “There have 
not been many price advances at the 
present time. There has been, how- 
ever, a strengthening in present pub 
lished prices. Extra discounts that 
formerly existed on many commodi- 
ties have been withdrawn. We do 
not believe it is good business for re- 
tail hardware merchants to gamble 
into the future. There is one law 
that has never failed; what goes up, 
must come down—and profits are 


(Continued on page 77) 
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W ork Gloves 
facturers have advanced prices from 
71% to 10 per cent on canton flannel, 
jersey and leather palm work gloves. 


Leading manu- 


* * *% 
Manila rope- -Leading manu- 
facturers have advanced the price of 
first grade Manila rope 5 cents per 
pound, as of Oct. 1. Prices will be 
subject to change, without notice, 
for the fourth quarter. 

x & * 

Brushes—Some manufactures 
of brushes have withdrawn prices. 

* * ** 

Plumbing pipe fittings—Prices 
have been withdrawn by some manu- 
facturers. 

* * * 

Lawn Mowers Worcester 
Lawn Mower Co., Worcester, Mass., 
has advanced the price on its entire 
line of lawn mowers an average of 
7% per cent. 

* * & 

Builders’ Hardware—Colonial 
Bronze Co., Torrington, Conn., has 
advanced prices approximately 5 per 
cent on its line of chromium plated 
brass builders’ hardware. 


* * * 


Wooden Pails —A 12% per 
cent advance on all wooden pails has 
been made by New England Wooden 
Ware Corp., Winchendon, Mass. The 
increase on army pails was about 15 
per cent. 

&€ * ” 

Ice Cream Freezers — As of 
Sept. 12 prices on all sizes of White 
Mountain freezers were advanced 
from 10-12% per cent by White 
Mountain Freezer Co., Inc., Nashua, 


N. H. 


nh ee 


Wrapping Paper — Graham 
Paper Co., St. Louis, Mo., has ad- 
vanced prices 25 cents per hundred- 
weight on orange weave wrapping 
paper. The same company advanced 
the price of nail bags by about 15 
per cent. Further advances are ex- 
pected. 
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Razor Back Shovels—Prices 
on razor back shovels made by Union 
Fork & Hoe Co., Columbus, Ohio, 
were advanced 80 cents a dozen late 
in September. 

% * * 

Hot rolled rods, e:c. The 
American Steel & Wire Company re- 
cently announced reaffirmation of 
present base prices on hot rolled 
rods, manufacturers’ wires, cold 
rolled strip and commodity strip, for 
shipment up to and including De- 
cember 31, 1939, for delivery and 
consumption in the United States. 
Prices are to apply only on such 
shipments made up to and including 
Dec. 31, 1939, and any shipments 
after that date will be invoiced at 
prices in effect at time of shipment. 

* *% * 

Dish Cloths—Prices on dish 
cloths were recently withdrawn by 
one manufacturer. 

* * & 

Stoves and Ranges — Several 
range and stove manufacturers have 
withdrawn prices. Others are quot- 
ing prices subject to change without 
notice. 

* * * 

Skiis, Hockey Sticks — One 
manufacturer is accepting orders for 
delivery “whenever possible.” 

* & # 

Bull Rings — There was re- 
cently an increase of about 10 per 
cent on the price of bull rings. 

* * * 

Arsenate of Lead — Prices 
were advanced approximately 10 per 
cent late in September. 

* * # 


Vises—The Emco Mfg. Co., 
Los Angeles, Calif., has reduced the 
price on Waller’s Quickvise to a 
national list price of $2.00. Previous 
list prices were $2.35 in the west 
and $2.65 in the east. 

* * 

Rim Cylinders—Advances ap- 
proximating 20 per cent have been 
made on replacement rim cylinders 
of leading makes. 


Garden Tools — There have 
been slight advances on garden tools 
in new price lists isued recently. Dis- 
counts for early specifications have 
been withdrawn. 

* * * 

Canvas Stitched Belting - 
Leading makers of canvas stitched 
belting have increased prices ap- 
proximately 10 per cent. 

* * * 

Oakum Plumbers’ spun 
oakum has shown an increase of 144 
cents per pound. As oakum is made 
of jute imported from India, current 
international uncertainties have been 
reflected in this advance. 

* * * 

Screen Door Catches — The 
Superior Door Catch Co., Superior. 
Wis., has reaffirmed prices on screen 
door catches. 

* & * 

Electrical Wiring Devices - 
Prices on electrical sockets, plugs. 
etc., have been withdrawn by some 


manufacturers. 
* * * 


BX Cable — Prices were ad- 
vanced, by leading makers, approx- 
imately five per cent early in Sep- 
tember. 

* & #8 

Cap and Set Screws — “We 
expect to advance prices on all 
headed and threaded products a 
minimum of 10 per cent as of Oct. 
1”, says The Triplex Screw Co.. 
Cleveland, Ohio. The company is 
accepting orders only on an im- 
mediate delivery basis, with no com- 
mitments running into the fourth 


quarter allowed. 
o * # 


Rubber Covered Wire—About 
Sept. 11 there were advances ap- 
proximating 5 per cent, followed by 
like advances later in the month. 
ies ae 


Files — Nicholson File Co., 
Providence, R. I., has issued a new 
list, prices in which are in every 
case the same as the list prices 
printed on the previous list. There 
have been some new items added, 
however, and some obsolete sizes 
have been omitted from the new list. 

* * * 


Friction and Rubber Tape— 
Advances of about 3 cents a pound 
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were recently made on friction and 
rubber tape. 
* * * 

Woolen Sport Clothes—Wool- 
rich Woolen Mills, Woolrich, Pa., 
has advanced prices on woolen sport 
clothes approximately 10 per cent. 
Further advances are expected. 

* % *& 


Sport Shoes—Golden Sport- 
ing Shoe Co., Brockton, Mass., with- 
drew prices as of Sept. 1. 

* # # 

Steel Scrap Soaring — Scrap 
users, with greatly increased de- 
mand and temporarily short supply, 
have bid up the market steadily, so 
that by September 20 the price at 
Pittsburgh for No. 1 heavy melting 
scrap advanced to a new high mark 
for the present upturn of $21.50 to 
$22.00 a ton. Not many months ago, 
a $14.00 price was available, but 
such prices had started to improve 
even before the war demand hit the 
market. 

One price immediately affected 
has been standard cast sash weights. 
Some makers have withdrawn prices, 
and at least one large company ad- 
vanced weights $5.00 per ton in one 
jump. Cast soil pipe and fittings 
have been sharply increased by all 
leading makers. 

* & & 

Non-Ferrous Metals—Among 
the leading metals other than steel, 
the earlier excitement has vanished, 
and tin, with production increased, 
and_ London holding against specula- 
tive prices, has eased off from the 72 
cent peak, to about 70 cents, for 
moderate current requirements, early 
last week. Copper holds at 12 cents, 
but seems headed moderately higher. 
Lead at 5.35 cents and zinc at 6.25 
cents, St. Louis, last week were hold- 
ing their September advances, and 
no early reaction seems probable. 

* & # 


Other Commodities—By Sep- 
tember 19, many of the spectacular 
advances in materials prices were 
halted, with demand falling off to 
more normal volume. Rubber, hides, 
cotton, wool, silk, cottonseed oil and 
foodstuffs reacted moderately from 
their September peaks, though hold- 
ing sharply above their “pre-war” 


status. 
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Rubber and Hides — Reflec- 
tions of the recent boom were seen 
in the finished goods field when the 
United States Rubber Company an- 
nounced upward price _ revisions 
(amount not stated) on all mechani- 
cal rubber goods, effective October 1. 
B. F. Goodrich Company announced 
a similar increase. It was also re- 
ported in trade circles that prices of 
rubber tires for export have been 
boosted 5 to 10 per cent. 

Cash hides, selling at 16 cents a 
pound, up 5 cents since the war 
boom started, have raised prices on 
shoes and on other leather products 
part way. Some makers have only 
withdrawn prices, with the full force 
of their advances to come later, if 
the war continues. 

Wholesalers and retailers have 
been ordering heavily on garden 
hose, both braided and all-rubber, at 
the schedules recently available 
There is general expectation that 
these prices may be withdrawn or 
advanced at any time. Hose acces- 
sories, too, largely brass, are due for 
considerable mark-up in price when 
spring quotations become available. 

Plymouth Rubber Company have 
withdrawn prices on Slip-Knot ce- 
ment-on soles and rubber heels, and 
an increase of perhaps 10 per cent 
is looked for. 

* & # 


Cotton Products — The first 
move of leading makers of cotton 
duck, tents, awnings and paulins, 
has been to withdraw any outstand- 
ing special discounts, and to advise 
their trade that regular prices are 
only for limited and nearby order- 
ing. For 1940 shipments, quotations 
are due to increase. 

About September 14, most makers 
of sash cord and cotton twines 
placed in effect a further 2 cent per 
pound advance. There was also an 
increase of $2.00 per gross on 50 ft. 
braided cotton clothes lines, of the 
sash cord type, and jute twines were 
marked up 2 cents per pound. 

* * # 


Binder Twine and Wool Twine 
—The low prices on binder twine 
for 1940 shipment, announced in 
July by International Harvester 
Company, have been withdrawn. 
When present irregular fiber mar- 


kets have become steady, new quota- 
tions will be named, and undoubted- 
ly will include a considerable ad- 
vance. Paper wool twine, for spring 
delivery, will show higher costs due 
to the increased cost of kraft paper. 
Price announcements have been de- 
layed, but are expected to be up 
11% cents or more over last season’s 


figure. 
x * 


Roofing, Building Papers, etc. 
- Rosin sized sheathing paper has 
been advanced $2.00 per ton, with 
the leading makers declining to 
quote a standing price. Some manu- 
facturers of prepared roll roofing 
and shingles have withdrawn prices, 
stating that new quotations will be 
available when rag and paper-stock 
markets have become settled. 
* * # 

Wood Screws The price 
change on wood screws reported in 
last issue evidently was a_prelimi- 
nary move by certain manufacturers 
to supersede old competitive prices. 
The amount of net change from for- 
mer price lists at that time was only 
slight, and did not reflect the sharp 
September increase in brass costs. 

A further mark-up has now been 
adopted on all wood screws, ef- 
fective September 12, with new base 
discount to the trade as follows— 
netting about 31 per cent advance on 
flat head bright, and about 31 per 
cent on flat head brass. 

F. H. bright, 4714-30 per cent. 

R. H. blued, 43-30 per cent. 

F. H. cadmium plated, 34-30 per 

cent. ‘ 

F. H. brass, 65-30 per cent. 

R. H. brass, 6214-30 per cent. 

* & 

Copper Rivets, etc.—A sec- 
ond 1% cent advance on copper 
rivets and burrs carried the mark-up 
since September 1 to 3 cents per 
pound. Copper wire nails advanced 
2 cents per pound, base, on Sep- 
tember 10, and makers were dis- 
posed to decline any forward orders 
at either the old or the new basis. 

* & 

Chain Lines—-Sash chain in 
bags has been advanced 10 cents 
per bag, with prices on steel and 
brass chain, on reels, not yet 
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changed, though sure to follow 
shortly. 
o & 4 
Ammunition Prices — The 


leading ammunition manufacturers 
withdrew all old prices on September 
14, due to sharply higher costs on 
copper, brass and lead, and new 
schedules were issued September 23. 
Shot shells and components are ad- 
vanced 71% per cent, and cartridges 
are up 5 per cent. Most jobbers 
have promptly followed the lead of 
the manufacturers in withdrawing 
all old offers, and in making the new 
price lists immediately operative. 
* * # 

Sports Supplies — Among 
items showing recent cost increases 
in sports lines are golf balls and ten- 
nis balls. Details of expected golf 
ball changes are not yet at hand, 
but Wilson Sporting Goods Com- 
pany on September 13 revised their 
August 28 schedule on tennis balls. 
First quality balls, listing at 45 
cents, cost the trade now $3.80 per 
dozen in cans of one dozen, or $4.00 
in cans of 14 dozen. The “Match 
Point” quality, listing at 30 cents, 
are quoted at $2.40 per dozen in 
cans of one dozen. These schedules 
are for orders to be shipped by 
April 1. 

Silk fish line prices have been 
variously marked up, according to 
make and quality, with the minimum 
increase thus far reported at about 
5 per cent. 

Prices on minnow seines, seine 
twines, trot line and staging are ex- 
pected to be ready about October 1, 
with costs said to be about two cents 
per pound higher. 

* * * 


Electrical Sundries — Under 
the influence of higher copper and 
brass prices, quotations in many 
electrical lines have changed sharp- 
ly. Among recent lines mentioned 
have been Sherman connectors and 
plugs, also heater cord sets, and ap- 
proved plug fuses. Increases are ir- 
regular, and new quotations are sub- 
ject to further changes without 


notice. 
* * * 


White Lead—Shellac—Con- 
siderable and important changes in 
the costs of paint lines have resulted 
from recent war influences in the 
markets. A second advance of 10 
cents per gallon in shellac varnish 
brings the mark-up to 20 cents over 
a ten-day period. White lead in 
oil advanced 4% cent per pound on 
September 26. 

” * * 

Eagle Anvils—An old-time 

staple in many country hardware 
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stocks, the first price change in a 
long time is to be effective October 
1, on Eagle anvils. The mark-up 
averages about 7 per cent. 


* + * 


Picks, Sledges, etc—A 10 per 
cent advance was in effect Septem- 
ber 20 on heavy tools, including 
sledges and mauls, choppers’ wedges, 
and picks and mattocks. Sales have 
eased off seasonably on picks, but 
choppers’ wedges and mauls are ac- 
tive, and are showing better demand 
than a year ago. 


ee @&) 


Cotters and Keys — On Sep- 
tember 18, spring steel cotters and 
allied lines were marked up about 
11 per cent—the first change since 
September, 1938. Brass cotters, cel- 
lar box cotters and flat spring keys 
were included in the same rate of 


advance. 
* * * 


Heating Equipment—An in- 
crease of 200 per cent over last 
year’s business has been reported by 
officials of the Reznor Manufactur- 
ing Company, a leading manufactur- 
er of gas heating equipment. Cur- 
rent market demands will permit 
maintenance of the present high pro- 
duction schedule through the bal- 
ance of the current year, and the 
firm expects an even greater increase 
in percentage over last year before 
peak production is reached in Oc- 
tober. 

According to the Bureau of Cen- 
sus, factory sales of mechanical 
stokers, during July, 1939, totaled 
9525 units, compared with 7866 units 
in June, 1939, and 9061 units 
in July, 1938. Total sales for the 
first seven months of this year were 
36,205 units as against 32,583 units 
in the corresponding period a year 


ago. 
* & 


Miscellaneous Hardware—A 
10 per cent advance on RFD mail 
boxes was made by some companies. 
effective September 18. 

Yale key blanks on September 10 
were increased 25 per cent, and some 
makers have withdrawn prices on 
several padlock styles, to refigure 
costs under the higher brass market. 

An average 10 per cent increase is 
announced by one source on their 
popular-priced one-piece American 
shelf bracket. 

Wire rope clips recently were 
raised 10 per cent above the sched- 
ule effective since July. 

Miners’ lamps, for many years a 
steady and non-competitive line. 
have recently been repriced on a 





lower average basis, by the Justrite 
Mfg. Co., with a list and discount 
schedule now in effect. 

Witt Cornice Company announced 
on September 15 that new price 
schedules were in preparation, up 
about 5 per cent, on ash and gar- 
bage cans and other galvanized ware. 


* + 


Farm Implements—Interna- 
tional Harvester Company and Deere 
& Company, the two largest manu- 
facturers of farm equipment, an- 
nounced they will accept no orders 
at present prices for delivery after 
January 1. Other farm implement 
makers have announced even more 
stringent restrictions on advance or- 
ders, with one firm refusing to book 
delivery later than October 31. The 
action of the two major manufactur- 
ers was taken to indicate they were 
covered until the end of the year for 
their raw material needs, but that 
prices thereafter would be deter- 
mined by the cost of raw materials 
and labor. Last year general reduc- 
tions in the prices of tractors and 
farm implements were made by the 
industry. 


* %* * 


Kelvinator Sales — Electric 
washer shipments by Kelvinator Di- 
vision, Nash-Kelvinator Corp., De- 
troit, Mich., showed an increase of 
308 per cent in August as compared 
with the same month last year. 


* + 


Hardware Charge Account 
Sales—The Marketing Research Di- 
vision, Bureau of Foreign & Domes- 
tic Commerce, Department of Com- 
merce, recently announced that 
charge-account sales of retail hard- 
ware stores declined 13.5 per cent 
in 1938 as compared with such sales 
in 1937. Collections on charge ac- 
count receivables of hardware stores 
declined slightly in 1938, but this 
was not reflected in higher bad-debt 
losses. Reviewing the operations of 
credit-granting firms only, the sur- 
vey shows that total sales of 143 re- 
porting hardware stores declined 
12.4 per cent in 1938. This decrease 
was slightly in excess of the Bu- 
reau’s estimated reduction from 1937 
to 1938 of 11.3 per cent for the total 
of all retail sales in the United 
States. Charge account sales of the 
hardware stores declined 13.5 per 
cent in 1938 and the proportion of 
sales on that basis was reduced from 
59.5 per cent of total sales in 1937 
to 58.7 per cent last year. Cash sales 
were down 7.6 per cent from 1937 
and represented 37.2 per cent of 
total 1938 sales of the average store. 
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DON’T LET YOUR CLIENTS BE 


“PENNY WISE and POUND FOOLISH” 
ABOUT SASH CORD! 


Specify PURITAN 2nd be Safe! 


There are two general types of sash cord. One is 

made of soft twist cotton known as “roving’’ which 

usually has a heavily loaded center. This type 

stretches and frays. Its useful life is very limited 

It is a low grade cord. 

The other type of sash cord is all-yarn solid braided 

cord. It does not stretch. It lasts a lifetime. It 

is absolutely dependable. This is PURITAN Sash 

Cord! Puritan has much greater strength than the 

specifications required by the U. S. Gov't, states, : 

municipalities, railroads and industrial users. This booklet is packed 
Puritan costs only a few cents more—but eliminates j »ti 

costly replacements. Its slight difference in cost with practical sales 
never warrants ~ “penny — and pound foolish” tips, various uses and 
recommendation of poor grade sash cord—particu- from : * . 

larly since there’s a larger percentage of PROFIT information that help 
for you in PURITAN! Be safe—render a helpful dealers sell more sash 
service to your customers and eliminate complaints. rd! 

Specify PURITAN the next time you order sash cord cord: 


from your jobber! - ° . 
. Write for your free 


PURITAN CORDAGE MILLS, INC. copy! 


LOUISVILLE, KENTUCKY 


PURITAN 


Pees DED «4 SS ge ee LASTS. A Litayd 
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The Reading Line 


of Builders’ Hardware 


N | EARLY 90 years ago in a 
small blacksmith’s shop, 
the first item of Reading 

hardware was hand-forged by one 
of the founders of the Reading 
Hardware Corp., Reading, Pa. A 
review of the catalogs issued by 
the company over this period of 
years is a graphic story of the evo- 
lution of door and window devices 
and the development of ornamen- 
tal builders’ hardware. 

As building construction ad- 
vanced, new features in locking 
and door control equipment were 
sought. Reading developed the 
required devices. As architectural 
design necessitated design hard- 
ware in various motifs—Egyptian, 


Unilock 


Greek, Roman, Gothic, Renais- 
sance, early American, Colonial, 
Modern—Reading provided them. 

Some of the Reading items that 
have been developed to meet ex- 
acting needs, will prove an inter- 
esting supplement to the education- 
al series, “Taking the Mystery Out 
of Builders’ Hardware,” now be- 
ing concluded in this publication. 


Keying 


The subject of keying alone is a 
large one. There is a constant de- 
mand for more or less intricate 
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Editor’s Note—The material and illustrations for this article were 
furnished in their entirety by the Reading Hardware Corp., Reading, Pa.. 
at the invitation of this publication. This article is offered our readers 
as a supplement to the editorial educational series entitled “Taking the 
Mystery Out of Builders’ Hardware,” in the belief that supplementary 
information has genuine value in the study of this subject. HARDWARE 
AcE has invited all American manufacturers of builders’ hardware to 
supply similar illustrations and explanations of their respective lines, 
stressing any unusual or patented features. We believe that this is a 
constructive program that will give our readers very tangible additional 
value in the study of our series “Taking the Mystery Out of Builders’ 
Hardware.” In no sense is the publication of this article an endorse- 
ment of the statements, therein, on the part of the publishers. It is our 
sole desire to inform our readers as completely as possible on this subject. 
All manufacturers have been and are again invited to furnish similar 
material, at their earliest convenience. This article is by John T. Lawlor, 





president, Reading Hardware Corp., Reading, Pa. 


keying, inter-keying, master-key- 
ing, grand and great-grand master- 
keying systems. Regular cylinder 
keying systems with their hundreds 
of thousands of possible changes 
will take care of buildings of large 
size even though master- and 
grand-master keyed. There are 
times, however, when a system of 
multiple keyways, as recommended 
by Reading, is necessary. 

In this type of system, cylinders 
with differently shaped keyways and 
corresponding keys with side cuts in 
the required different positions can 
be provided for use on each floor 
of buildings or on separate build- 
ings in institutional groups. Each 
separate cylinder group can be 
master-keyed in the usual manner 
and the entire sytem of several in- 


dividual groups operated by a 
grand master-key passing, through 
all of the differently shaped key- 
ways. In fact, each key group can 
be separately master- and grand 
master-keyed and the passing key 
operated as a great-grand master. 
Thus, the ordinary cylinder lock 
system is multiplied by the number 
of different keyways and Reading 
is enabled to provide the most in- 
tricate keying set-up that might be 
required in any type of building or 
building-group. 


The “Unilock”’ 


Where buildings or rooms in 
buildings are subject to change of 
occupancy, a quick change of lock- 
ing device is frequently desirable. 
This requisite has been provided 


Removable Cylinder 


Cylinder in shell 


Cylinder core released 
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Don’t Pay More For Less! 





BLAKE & LAMB 


Hardware retailers owe it to themselves and to their 
customers to stock the best values the market affords. 
Even if it means extra trouble—it pays to make com- 
parisons and to insist upon the lines which offer com- 

petitive advantages in quality, policy and price. 
Blake & Lamb Fox and Wolf Drags Blake & Lamb represent a complete line of standard- 
ized steel traps (both long spring and under spring) 
in sizes to catch all fur bearing animals from weasels 

to wolves, 

ee Blake & Lamb Steel Traps and Trappers’ Accessories 
are made to measure for the hardware trade. Traps 
Blake & Lamb Trap Stake and Picket Pin to catch all animals from weasels to wolves. Pelt 
forms, drags, trappers’ axes, trap tags, fleshing 
knives, trowels-—accessories to supply every need of 
the professional or novi¢e trapper. Consistently 
lower in price and higher in quality. They enable 


the hardware dealer to meet and beat any form of 
competition. 


Demand Blake & Lamb Better Steel Traps! 


Blake & Lamb Perfect Fleshing Knife If your local jobber cannot supply you, write to us for catalog, 
prices and your closest source of supply. 


THE HAWKINS COMPANY 


AMERICA'S OLDEST TRAP MANUFACTURERS 
Tolene-me oeosbe-Vi PRGQl b Ea@ 8 aunt 
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Art Noveau 


for in the Reading line in two 
ways. 

The “Unilock” combines ease in 
the original application and quick 
changing because a rectangular cut 
in the door is all that is necessary. 
Lock sets are easily slipped into 
position and held securely in place 
by two through bolts operating 
from inside the room. The entire 
set may be quickly removed and 
another set, differently keyed, sub- 
stituted immediately, when a 
change is desired. 


Removable Cylinders 


A still quicker method of key 
changing is possible with the Read. 
ing removable cylinders which can 
be applied to any Reading cylinde: 
mortise lock. These can be fur- 
nished in Reading “Unilocks”™ 
when so ordered. 

The removable cylinders consist 
of the main cylinder shell, which 
screws into the mortise lock or is 
built into the “Unilock” knob, and 
a core which is inserted in the 
shell and contains the pin tumble: 
mechanism. This core can be re- 
moved from the shell by using « 
special key which can be made to 
function on as many cylinders in 
a group as may be desired. 

Thus, in a very few seconds a 


Art Hardware in Several 





Two Modern Examples 


core can be removed from a lock: 
another, of different key change 
but in the same master key system. 
inserted, and a new keying ar- 
rangement for the individual door 
is immediately accomplished. 


Special Functions 


Special locking functions to meet 
individual requirements are con- 
tinually being developed and an 
outstanding example of this type 
of work was the locks produced 
for a firm of architects specializing 
in bank buildings. These included 
locks to convert main entrance 
doors from pairs of double acting 
doors used during business hours 
to one still door and a single act- 
ing door for the use of bank em- 
ployees after hours. Reading also 
developed a lock and a special key. 
which, when handed to bank rob- 
bers on demand, enters the regular 
bank partition locks but sets off an 
alarm at police headquarters. 


Auxiliary Items 


While the Reading line covers 
locks of the mortise and “Unilock” 
types for every conceivable re 
quirement in residential, public 
and institutional buildings, it also 
includes such auxiliary items as 
exit door devices. 

This sturdily built emergency 


Schools of Design 
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Colonial 





exit door equipment is so con- 
structed that a light touch of a 
crossbar on the inside of the exit 
door, releases the locking mecha- 
nism. It is supplied to schools and 
public buildings where laws de- 
mand dependable equipment of 
this type. 


Ornamental Hardware 


But keeping abreast with the de- 
mands of the times has not been 
limited only to the lock and other 
mechanical divisions of a builders’ 
hardware line. There has been a 
continual progress in the creation 
of designs for ornamental hard- 
ware. And yet to take care of the 
occasional demand for designs in 








Ornamented rim lock 


the so-called “Classic” periods, the 
many attractive patterns developed 
in past years have been retained. 
Numerous pieces in the Colonial 
and early American schools have 
also been produced, including or- 
namental rim locks as well as ex- 
terior handles. knockers, etc. 


The Modern Trend 


When the modern trend in archi- 
tecture first made itself felt, Read- 
ing immediately took steps to pro- 
vide the required hardware and 
today offers a wide line in this 
contemporary school. 

Thus from the hand forged locks 
made in a blacksmith’s shop to the 
modern items of today made in an 
up-to-date manufacturing plant oc- 
cupying three-quarters of a large 
city block, it has been the privilege 
of the Reading Hardware Corp. to 
meet the needs of the building in- 
dustry served by the hardware 
trade, by providing materials that 
meet the changing requirements 
and the continual demand for im- 
proved devices. 
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W. M. Baldwin New President 






Hardware Golf Ass’n 
Al Wright Wins Golf Championship 


ORE than 250 manufacturers, 

wholesalers, and their repre- 
sentatives met for the 14th annual 
golf tournament of the Hardware 
Golf Association at the Elms Hotel, 
Excelsior Springs, Mo., Sept. 14-16, 
1939. W. M. Baldwin, Rogers & 
Baldwin Hardware Co., Springfield. 
Mo., was elected president and Al 
Wright, Connecticut Valley Mfg. Co.. 





Centerbrook, Conn., won the Hard- 
ware Golf Association championship. 
Owing to war disturbances, 32 who 
had registered failed to attend. 
There were about 30 who came down 
for Saturday from nearby points. 
Other officers elected by the asso- 
ciation are: Vice-President, Herb 
Megran, Starline, Inc., Harvard, IIl.; 
Secretary-Treasurer, R. A. Sund- 


Left to right: 1—Hardware Golf Ass'n. Champion Al R. Wright, Conn. Valley 


Mfg. Co. 


2—Ward Walker, Isaac Walker Hdwe. Co., runner-up past presi- 


dent's flight, and D. V. Williams, Marshalltown Trowel Co., Class B champion- 
ship runner-up. 3—Phil Embury and Bert J. Clark, Embury Mfg. Co. 4—J. C 


Shepard, Sheffield Steel Corp., winner past president's flight. 


5—R. A. Sund- 


vahl, Corbin Screw Corp. and Corbin Cabinet Lock Co., sec’y-treas. 6— 
Newly Elected President, Win Baldwin, Rogers and Baldwin Hdwe. Co. 7— 


Frank D. Smalley, Farm-Town Hardware, association runner-up. 


8—R. A. 


Slack, Huey & Philp Hardware Co. 9—C. D. Junge, Witte Hardware Co. 10— 











Walter B. Dodge, Yale & Towne Mfg. Co.; William Haase, Richards & Conover 
Hardware Co., and P. A. Snyder, Yale & Towne Mfg. Co. 11—George J. Mack- 
lin, Sager Lock Works, winner low net in qualifying round. 12—C. A. Merri- 
man, Cyclone Fence Co., and Ralph Irwin, Yale & Towne Mig. Co. 13—W. H. 
Fitch, Richards-Wilcox Mfg. Co., and W. W. Withington, American Fork & Hoe 
Co. 14—A. B. Sloan, Northwestern Steel & Wire Co. 15—A. J. Eggleston, 
Richards-Wilcox Mfg. Co., and Geo. H. Beaudin, J. Wiss & Co. 


Additional Illustrations on Pages 58 and 59 
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vahl, Corbin Cabinet Lock Co., and 
Corbin Screw Corp., Chicago, Ill. 

Directors elected for a term of 
three years are: H. H. Kuehlke. 
Richards & Conover Hardware Co., 
Kansas City, Mo.; R. A. Slack, Huey 
& Philp Hardware Co., Dallas, Tex. ; 
L. M. Pinkston, Wyeth Hardware & 
Mfg. Co., St. Joseph, Mo.; George 
H. Halpin, Minnesota Mining & 
Mfg. Co., St. Paul, Minn.; D. V. 
Williams, Marshalltown Trowel Co., 
Marshalltown, Iowa, and W. D. Kirk- 
patrick, American Chain & Cable 
Co., Bridgeport, Conn. 

There are 12 holdover directors, 
six of whom will serve one-year and 
six two-year terms. They are as fol- 
lows: Ward Walker, Isaac Walker 
Hardware Co., Peoria, Ill.; C. D. 
Junge, Witte Hardware Co., St. 
Louis, Mo.; John Holmes, Holmes 
Hardware Co., Pueblo, Colo.; An- 
drew Cameron, Wright & Wilhelmy 
Co., Omaha, Neb.; Henry Hoeynck, 
Simmons Hardware Co., St. Louis, 
Mo.; R. L. Rockholz, Brown Camp 
Hardware Co., Des Moines, Iowa; 
J. C. Shepherd, Sheffield Steel Co.. 
Kansas City, Mo.; A. J. Eggleston, 
Richards-Wilcox Mfg. Co., Aurora. 
Ill.; Win Withington, American 
Fork & Hoe Co., Cleveland, Ohio; 
M. R. Peck, The McKay Co., Pitts- 
burgh, Pa.; R. J. Williams, Ray-O- 
Vac Co., Madison, Wis., and I. L. 
Jennings, The Lamson & Sessions 
Co., Cleveland, Ohio. 

Six new directors will be elected 
each year hereafter for terms of 
three years. 

Frank D. Smalley, Farm-Town 
Hardware, Kansas City, Mo., won 
the Al Wright Trophy for the run- 
ner-up. The Past-President’s Trophy 
was won by J. C. Shepherd, Sheffield 
Steel Corp., Kansas City, Mo., and 
George J. Macklin, Sager Lock 
Works, North Chicago, IIl., won the 
Hardware Retailers’ Cup, low net 
score in the qualifying round. Other 
winners were: Class B flight winner, 
John Holmes, Holmes Hardware Co.. 
Pueblo, Colo.; Class C, R. R. Ster- 
ling, The Coleman Lamp and Stove 
Co., Wichita, Kan.; Class D, W. G. 
Woodworth, Samson Cordage Works, 
Boston, Mass., and Class E, J. J. Me- 
Hugh, The Stanley Works, New Brit- 
ain, Conn. 
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More Hardware Golfers at Excelsior Springs, Mo. 


< At the Left 


1—Geo. W. Eckhardt, John H. Graham & Co. 
2—Ernie Williams, Atlas Tack Co., A. H. Myers, 
General Electric Co., and Chas. Anderson, Harper 
& McIntire Co. 3—Howard Campbell, McKinney 
Mfg. Co. 4—Fred Pavey, Jackes-Evans Mfg. Co. 
5—J. K. Werner, Wyeth Hdwe. & Mfg. Co.; Ward 
Walker, Isaac Walker Hdwe Co., and John Wyeth, 
Sr., Wyeth Hdwe. & Mfg. Co. 6—Ray Isham, Shef- 
field Steel Corp. 7—R. W. Louden, Louden Ma- 
chinery Co.; R. G. Hollingsworth, P. & F. Corbin; 
Cc. V. Lisle, Lisle Corp., and M. R. Peck, McKay 
Co. 8—W. L. Reilly, McKay Chain Co.; R. J. 
Williams, Ray-O-Vac Co.; Lee Murphy, Sager Lock 
Works, and James L. Galbraith, Indiana Steel & 
Wire Co. 9—E. A. Woessner, Manhattan Rubber 
Mfg. Division; Geo. Roth, Simmons Hdwe. Co., and 
Herb. B. Megran, Starline, Inc. 10——-Ken C. Warner, 
Harpware Ace. 11—W. ©. Nelson, American Screw 
Co.; J. A. Warner, Wyeth Hdwe. & Mfg. Co., and 
H. G. Grossecup, Lovell Mfg. Co. 











At the Right > 


1—-John M. Holmes, Holmes Hdwe Co.; R. W. 
Chamberlain, Stanley Works, and Roy E. Greenwood, 
American Chain & Cable Co. 2—-E. F. Galvin, Green- 
field Tap & Die Corp.; R. J. Donahue, Wabash Screen 
Door Co., and Elliott Paddock, Corbin Screw Corp. 
8—-H. Kuehlke, Richards & Conover Hdwe. Co.; Roy 
Bassett, Corbin Cabinet Lock Co. 4—E. D. Jones, 
Yale & Towne Mfg. Co., and B. E. Ericsson, Norton 
Door Closer Co. 5—John J. Wallace, Clemson Bros., 
Inc. ; Geo. H. Halpin, Minnesota Mining & Mfg.’ @=: ; 
E. K. Donahue, Wabash Screen Door Co., and 
Harold S. Graham, John H. Graham & Co. 6—H. R. 
Hanson, Barrett Co.; Britt Wood, Wood Shovel & 
Tool Co., and Ed Magnuson, Larson Hdwe. Co. 7 
Jack Crandall, American Steel & Wire Co., and 
Henry Hoeynck, Simmons Hdwe. Co. 8—Sam Mor- 
rison, Republic Steel Corp.; E. B. Mullen, Carnegie 
Illinois Steel Co., and F. J. Koch, McKinney Mfg. 
Co. 9—-L. A. Lincoln, editor, Farm-Town Hdwe. ; R. 
N. Oysler, Clemson Bros., Inc., and Geo. J. Boesch, 
Von Hoffman Press. 10—-Bob Watkins, Elms Hotel, 
and Spence Meister, golf pro from Aurora, Ill., who 
again handled the handicaps. 11—J. W. Patterson 
and Frank B. Kane, American Steel & Wire Co., 
and R. H. Startzell, Sheffield Steel Corp. 12——-Charles 
H. Clark, Greenlee Tool Co., and T. R. Clendinen, 
Turner, Day and Woolworth Handle Co. 13——Harold 
Cunningham, Ames Baldwin Wyoming Co.; Arthur 
Gadd, John H. Graham & Co.; E. W. Brown, Wit 
lock Cordage Co., and Frank Kennedy, Schlage Lock 
Co. 14—Howard Mull, Warren Tool Corp., and Geo. 
Cc. Black, Southern Supply Co. 15—Lester Johnson, 
Harper & MelIntire Co., and Walter Woodworth, 
Samson Cordage Works. 16—Ole Bergersen, Harp 
WARE AaGk, and P. I. Gassman, Arcade Mfg. Co 
17—F. J. Daugherty, Richards-Wilcox Mfg. Co.; L. 
L. Dietz, Plymouth Cordage Co.; Ed Anderson, 
Knapp & Spencer Co.; 8S. Bywater, Ames, Baldwin 
Wyoming Co., and N. T. Jacobs, Wood Shovel & 
Tool Co. 18—C. C. Siegler, Greenfield Tap and Die 
Corp., and A. F, Larson, Larson Hdwe. Co. 19 
William Anderson, Sheffield Steel Corp. 20—Mal 
Whitfield, Hardware World, 21—N. R. Andrus, Nor ; 
ton Door Closer Co., with James Townley and W 
W. Townley, Townley Metal & Hdwe. Co, 22—teo : 
FE. Dresser, The Carborundum Co. ; D. V. Waterman, 9 
American Steel & Wire Co.; F. 8. Earnshaw, U. 8. 4 
Stamping Co., and B. Hockaday, Russell, Burdsall « 
Ward Bolt and Nut Co. 23—-Harry Hanson, Damascus 
Steel Products Corp. 24—A. Wright, Conn. Valley 
Mfg. Co.; William Girard, Richards & Conover 
Hdwe. Co.; Geo. J. Macklin, Sager Lock Works, 
and William Hockschild, R. E. Dietz Co. 25--Geo 
B. Garland, Townley Metal & Hdwe. Co., and L. 8 
Pickup, the Stanley Works. 26-—Ed Knutson and 
Geo. E. Hopf, Henry Disston & Sons Co., Inc., Bill ¥ 
Feddery, Harpware Aer, and Dietz Lusk, Henry 
Disston & Sons Co. 27-—R. J. Swisler, Irwin Auger 
Bit Co., and H. G. Starks, Richards-Wileox Mfg 
Co. 28—L. H. Turner, American Fork & Hoe Co. ; 
E. R. Swift, the Stanley Works: J. D. McCue, Rus 
sell & Erwin Mfg. Co. and Ben Leve, The Carborun 
dum Co, 29—E. G. Sibley, Nicholson File Co.; H 
A. Hall, Ferry Cap & Set Serew Co., and R. P 
Healy, Animal Trap Co. of America. 
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GIFTS | PRIZES | UTILITY] PARTIES | GADGETS 








Feature Party, Housewares and 


HE fall and winter months 
usher in a renewal of enter- 
tainment functions in most 


communities. Many housewares 
items will be in demand as a result 


and interesting displays of this 
merchandise in the windows, such 
as is shown on this page, will es- 
tablish your store as headquarters 
for this merchandise. This display 





Seasonal Housewares Window Display 


Merchandise: Cast iron dutch ovens, skillets, griddles, french friers, 
waffle irons, baking glass casseroles, percolators, utility dishes, pie 
plates, japanned cake covers, canister sets, bread boxes, gadgets, dish 
racks, toasters, sandwich toasters, corn poppers, aluminum and enamel 
ware specials. 


Background: Background panels alternate brown and yellow. Circle 
top brown with yellow letter. Panel cut-out letters orange. Use 
Hallowe’en decorations such as black cat and witch on top of panels. 


Suggested Mass Displays: Japanned cake covers, casseroles, corn 
poppers, sandwich toasters, cast iron skillet sets. 
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ties in with Hallowe’en, in view of 
the fact that many parties take 
place at that time. 

The theme of this window builds 
up the fact that the dealer can sup- 
ply merchandise for almost any oc- 
casion. In the display, items under 
each classification of gifts, prizes, 
utility, parties, and gadgets should 
be shown on the three-step dis- 
player. Many small items can be 
worked into this display thus add- 
ing to the interest. All items should 
be priced with small price cards. 

Cover the three-step displayer 
with crepe paper or corrugated 
board following the color scheme 
used in the window. New items or 
specials should be featured in the 
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mall Heaters af ‘This ‘lime! 


window as well as on the tables in 
the store. 

In the heating equipment win- 
dow, small portable heaters are 
spotlighted with the larger room 
heaters shown on either side. Many 
people delay starting the large 
heating plants until really cold 
weather, still portable heaters are 
used to keep the home comfort- 
able especially in the evenings. A 
two-step displayer made from the 
HarpwarE AGE_ interchangeable 
display fixtures serves as a base 
for this merchandise. Colors denot- 
ing warmth and heat are used in 
this display and are shown in the 
special window detail on this page. 

Platform displays should he de- 
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1939 





veloped in the store for fireplace room heaters should be shown on 
sets, andirons, and screens. Step-up 


units on platforms are an ideal 


platforms along the wall if pos- 


sible. Mass displays of stove pipe 


way to show these goods. Small on platforms and mass displays of 
portable heaters can also be electric bowl heaters on tables will 
worked into the display. Large be found effective. 





Heating Equipment Window Display 


Merchandise: Fireplace equipment, andirons, fireplace screens, fire 
sets, oil heaters, portable room heaters, gas heaters, dampers, heater 
wicks, stove pipe, stove pipe elbows, electric room heaters, heater ele- 
ments. 


Background: Two end panels dark brown, center panel yellow, circle 
dark brown with yellow cut-out letters. Streamers from sides of window 
to circle bright red crepe paper. 


Suggested Mass Displays: For tables — electric bowl heaters, wicks. 
For platforms — stove pipe, fireplace sets. 
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L. H. DUNTON ELECTED PRESIDENT WESTERN ASSN.; 
HARRY SMITH, V.-PRES.—MAC WITTEN NEW DIRECTOR 


Board discusses 51st annual convention to be held in Kansas City. Mo., in January, 
1940, with special emphasis to be given to enlarged program for the ladies under 


direction of directors’ wives, who held separate meeting at same time. 


Kansas City 


Hardware Implement and Tractor Club hosts to directors at dinner that evening. 


At a meeting of the directors 
of the Western Retail Implement 
& Hardware Association held at 
the Hotel President, Kansas City, 
Mo., Sept. 18, 1939, L. H. Dun- 
ton, Arcadia, Kan., became presi- 
dent. As former vice-president 
he has automatically been acting 
president of the organization 
since the passing of President J. 
V. Whitla, Edgerton, Kan., whose 
death occurred April 30. Harry 
Smith, Richmond, Va., was 
chosen as vice-president and 
MacDonald Witten, Trenton, Mo., 
to fill the vacancy 
on the board of 


was chosen 
thus caused 
directors. 
Mr. Smith has served on the 
board for several years‘ and is 





L. H. DUNTON 
President 


well known throughout the area 
served by the Western Associa- 
tion. Mr. Witten served for 10 
years as an editor of 
Harpware Ace and is the son of 
the late Tom N. Witten, former 
president of the Western Associa- 
tion. 

In addition to filling vacancies 
in- the official family, the direc- 
tors of the Western Association 
met to discuss plans for the 5lst 
annual convention of that organi- 
zation to be held at Kansas City, 
Mo., January 16 to 19, 1940. Co- 
incident with this the 
wives of directors held their own 
separate meeting with Mrs. Mc- 
Faddin of the Kansas City Con- 
vention Bureau to make plans for 
enlarging the customary program 
for the ladies who attend the con- 
vention. Among the features 


associate 


session 
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| tertainment features. 


planned by the ladies are another 
style show, a special “get ac- 
quainted headquarters room for 
the ladies,” bridge party, etc. 
Further details on the conven- 


tion program will be announced | 


at an early date covering both 





HARRY SMITH 
Vice-President 


the business sessions and the en- 
The West- 
ern Association, oldest and 
largest of retail hardware and im- 
plement organizations, is famous 
for its large, well attended con- 
ventions and its monster exhibit 
at the Municipal Auditorium. 


| pliers and plier action tools, re- 
| cently appointed George A. Allen 


| Chicago district. 


That evening the directors were | 


dinner guests of the Kansas City 
Hardware Implement & Tractor 
Club of which Perry Faeth, 
Stowe Hardware & Supply Co., 


Kansas City, Mo., is president. | 


in- 
discussions covered vari- 


of the 


At this 
formal 


evening gathering 


ous phases convention 





MacDONALD WITTEN 


| is planning to attend the joint 
| convention of the American Hard- 
| ware Manufacturers 


tic City, N. J., Oct. 16-19, 1939. 
Mr. 


| Taunton, Mass., makers of copper 


| hardware 


program and details in which this 
local club could continue its well 
known hospitality and coopera- 


tion. | 


ALLEN HEADS DISTRICT 
FOR WM. SCHOLLHORN CO. | 


The Wm. Schollhorn Co., New 
Haven, Conn., makers of Bernard 


as district sales manager for the 
Mr. Allen has 
been associated with the Scholl- 
horn company for several yeazs 
and is well and favorably known 
to the trade in the mid-western 
section. The Schollhorn com- 
pany is sole maker of parallel 
jaw, open throat pliers and a 
great many special pliers for 
specific production ope-ations in 
industrial plants. 


GRAHAM CO. REPRESENTS 
TAUNTON RIVET WORKS 


John H. Graham & Co., Inc., 
105-107 Duane St., New York 
City, has been appointed selling 
agents for Taunton Rivet Works, 


rivets and burrs. The Graham 
organization will cover the entire 
country for the Taunton company 
excepting the New England 
states. 


AUSTRALIAN JOBBER TO 
ATTEND CONVENTION 
Leslie D. Davis, director of S. 
Hoffnung & Co., Ltd., wholesale 
distributor, 153-157 
Clarence St., Sydney, Australia, 


Association 
Wholesale 
Atlan- 


National 
Association at 


and the 
Hardware 
in the 


Davis is visiting 


United States. 








| SEVERNS SALES V.-PRES. 
FOR CONTINENTAL STEEL 


| Edmond P. Severns, general 
manager of sheet sales of the 
| Continental Steel Corporation, 
| Kokomo, Indiana, since February, 


| 





EDMOND P. SEVERNS 


1939, has been elected vice-p:esi- 
dent in charge of sales, a new 
position. 

Mr. Severns has been engaged 
in the steel industry for 17 years, 
prior to which time he was in 


the sales department of the 
Prest-O-Lite Co., Indianapolis, 
Indiana. In May, 1922, he was 


named assistant to the sales man- 
ager, of the Chapman-Price Steel 
Company, Indianapolis, and _be- 
came sales manager of this con- 
cern in 1923, following the death 
of L. H. Price. 

In 1928, one year after the 
Chapman-Price Steel Co., merged 
with the Kokomo Steel & Wire 
Company, Kokomo, Indiana, and 
The Superior Sheet Steel Com- 
pany, Canton, Ohio, to form the 
Continental Steel Corporation, 
Mr. Severns became sales man- 
ager of the sheet division for the 
Kokomo and Indianapolis plants. 
He continued in this capacity 
until February, 1939, when he 
was named general manager ol 
sheet sales for the corporation. 


HUNTERS’ GUIDE AND 

ALMANAC FOR 1939-40 

The Heywood Publishing Co., 
Lafayette, Ind., has issued the 
1939-40 edition of the Hunters’ 
Guide and Almanac. 





HARDWARE AGE 











AGE- 





OcTOI 


RA 
JO! 


Ni 
adel, 


“Ta 





Mar 
elec 
offic: 
Rau 
sure 
and 
stall 
Mac 

Jk 
man 

M 
was 
Har 
eXCceé 
Wo: 
of 1 
of J 
192¢ 
Phil 





oc 












neral 
f the 
ation, 
uary, 


esi- 
new 


ged 


in 
the 
lis, 


an- 
eel 
be- 
on- 
ath 


the 
ed 
ire 
nd 
m- 
he 
mn, 
in- 

he 

ts. 


ty 


ol 


AGE—WHILE IT’S NEWS 


THE TRADE 

















OCTOBER 5, 1939 











RAUCH ELECTED HEAD OF NORTH BROS.; 
JOHN S. NORTH NOW BOARD CHAIRMAN 


North Bros. Mfg. Co., Phil- | Eight years later he was elected 
adelphia, Pa., manufacturer of | a director of the B. F. Goodrich 
and 


“Yankee” “Yankee-Handy Co. and is still a member of the 


| Goodrich executive committee. 





| Mr. Rauch is also president of 
Ferrecon 


| the Co:p., a patent- 





JOHN S. NORTH 





Man” tools has announced the | 
election of the following new | 
officers: President, Rudolph 3: | E. J. WEIERSTALL 


Rauch; vice-president and _ trea- 
surer, John T. Fegley; secretary 
and sales sciatic E. J. Weier- research and development work 
stall; assistant treasurer, W. G. | . : 

|} in the field of prefabricated 
Macht. Poe 

John S. North became chair- oo 
man of the board. 

Mr. Rauch, the new president, 
was associated with the Simmons | 
Hardware Co. from 1913 to 1924, | 
except during the period of the 
Wozld War. He was president 
of the Winchester-Simmons Co. 
of Philadelphia in 1923 and in | 
1924 he was vice-president of the the company to coordinate sales 
Philadelphia Rubber Works. | and the manufacture of structural 
| and special glass products. Her- 

bet H. Baker, vice-president and 
director, will reassume the duties 
of secretary. 


KNIGHT ADVANCED BY 
LIBBEY-OWENS-FORD 


Milton Knight, formerly secre- 
tary of the Libbey-Owens-Ford | 
Glass Co., has been named to a | 
newly-created vice-presidency of 


SEYMOUR TAKES ON 
ADDITIONAL LINES 
E. H. Seymour, manufacturers’ 
representative, 727 DeKalb Ave., 
Sycamore, Ill., has been ap- 
pointed to represent the follow- | 













Tool 


Northwestern and 


Syracuse, N. Y., in 
Central Iili- 
nois and eastern Iowa; 
| tion Products Co., Chicago, IIlL., | 


Co., 









Co., Philadelphia, Pa., in 


g 
ing 


RUDOLPH S. RAUCH 
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| holding company engaged in | 


| 


| Hardware 


ing companies: Syracuse Guild | quet chairman; Ralph S. Allen. 


Protec- | chairman 


in Iowa, Missouri, and eastern | Morningside 
| Nebraska; North America Smelt- | City, is chairman of the ticket 
| committee. | 








| general sales manager of the | 
a ° . an . | 
| Delco’ Frigidaire Conditioning | 


| pacities in the electrical refrigera- 
| tion business. 
| training was 


| HASTINGS RICHARDS TO BE 
| MANUFACTURERS’ AGENT 
Hastings Richards, formerly of 
| Richards & Conover Hardwaze 
| Co., Kansas City, Mo., wholesale 
| hardware distributors, has entered 


Illinois, Iowa, Minnesota, and 
Wisconsin, and The Antrol Lab- 
oratories, Inc., Los Angeles, Cal., 
in Illinois, Iowa, Minnesota, Wis- 
consin, Ohio, and Michigan. 


J. J. NANCE APPOINTED 
“EASY” SALES MANAGER 


J. J. Nance has been appointed | 
general manager of the | 
Easy Washing Machine Corp., | 
Syracuse, N. Y. | 

Mr. Nance is widely known in | 
appliance merchandising circles, 
having earned recognition as a | 
result of his work with the 
Frigidaire Division of General 
Motors for-the-past 12 years. He 
comes to Easy from his most 
recent post as vice-president and | 





sales 


Division—and prior to that time 
had spent 9 years in various sales 
and advertising executive ca- 





His early business 
secured with the | 
National Cash Register Company. 


HASTINGS RICHARDS 


| business as a direct factory rep- 
| resentative. The organization, 
which will be operated as The 
Hastings Richards Co., will have 
its headquarters at The Alvarado, 
Albuquerque, N. M. Mr. Rich- 


ganizatic ill call 
its 3lst annual convention, Oct. roar Colecede. Wee. 
= Age 1939, : wy yong ming, Utah, New Mexico, Ari- 
M. P. Trenne, P. O. Box D, | 


M ¥ zona and the cities of El Paso, 
Helena, Mont., is secretary Amarillo and Lubbock, Tex. 


» Lines represented by the com- 
pany are: Starline, Inc., Harvard, 
Ill; Hlinois Malleable Steel Co., 
Chicago; Gem Electric Mfg. Co., 
New Yo:k City; Kwikon Co., 


Chicago; Majestic Co., Hunting- 





MONTANA DEALERS 
MEET OCT. 23-24 


The Montana Implement and 
Association will hold are 
wholesalers 


METROPOLITAN ASSN. 
BANQUET, NOV. 16 


The Metrepolitan Ha:dware 
Association will hold its 30th an- 


nual banquet, Thursday, Nov. | 4, Ind. ahd John I. Paulding, 
16, 1939, at the Hotel Commo- Inc.. New Bedford, Masse. 
dore, New York City. Dinner! J, Richards. who is a son of 


will be served at 7:00 p.m. and | 
will be followed by a program of 
entertainment. Tickets are $5.00. 


Richards, president, 
Hardware 


George B. 
Richards & 


| Co., was. affiliated with that or- 


Conover 


Sydney H. Atkinson, R. J. | ganization for 20 years having 
Atkinson & Co., 4 Ralph Ave., served in various capacities. 


Brooklyn, New York, is president | 
of the association. Anthony Herr- 


| mann, 6729 My:tle Ave., Glen- | 


PARKS BUYS TOOLS FOR 
W. J. PETTEE & CO. 


Ray Parks has been appointed 
buyer of all tools and machinery 
for W. J. Pettee & Co., Okla- 

| homa City, Okla. Mr. Parks suc- 
ceeds Vivian W. Love who has 
retired to his farm near Fayette- 


| ville, Ark. 


dale, Long Island, N. Y., is ban- 


Diamond Expansion Bolt Co., 48 
W. Broadway, New York City, is 
of the entertainment 
committee and C. H. Tilson, 92 


Ave., New York 
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QUESTION-ANSWER DISCUSSIONS A FEATURE 
OF MANUFACTURERS’-JOBBERS’ CONVENTION 


By means of a series of ques- 
tions and answers, certain desig- | 
nated wholesalers and _ others | 
from the floor will be enabled to | 





GEORGE A. FERNLEY 


Secretary-Treasurer, 
Wholesalers’ Assn. 


present their views on matters of 
interest to the trade during the 
jobbers’ sessions of the joint con- 
vention of the National Whole- 
sale Hardware Association and | 
the American Hardware Manu- 
facturers, Oct. 16-19, 1939, at the 
Marlborough-Blenheim Hotel, At- 
lantic City, N. J. This series will 
be in addition to the addresses 
that will be delivered at the vari- | 
ous sessions of both associations | 
announced on page 84 of the 
Sept. 21 issue of Hanpware Ace. 
For Tuesday morning, Oct. 17, 
the questions and respondents 
are: “To What Extent Should the 
Wholesaler Assist the Retailer in 
Store Arrangements and Adver- 
tising?” by W. A. Parker, Beck & 
Gregg Hardware Co., Atlanta, 
Ga.; “Is It Advisable to Analyze 
Customers’ Accounts from the 
Standpoint of Volume and 
Profit?” by W. M. Bonham, C. 
M. McClung & Co., Knoxville. | 
Tenn.; “Do Methods of Compen- | 
sating Salesmen Affect Their Ef- 
forts in Selling Various Lines?” 
by H. E. Hulburd, The 
Worthington Co., Cleveland, Ohio, 
and O. H. Mann, Higginbottom 
Pearlstone Hardware Co., Dallas, 
Tex.; “How Can Salesmen In- 
crease the Size of Orders?” by 
Sam H. Harper, Harper & MclIn- 
tire Co., Ine., Ottumwa, lowa; 
“Can Catalogs Be Used to In- 
crease Sales?” by Mark Lyons, 
Jr... MeGowin-Lyons Hardware 
and Supply Co., Mobile, Alla., 
and “What Sales Records Are Es- 
sential? How Used?” by Jno. T. 
Braswell, 


Geo. 


King Hardware Co., 
Atlanta, Ga. 
At the Tuesday morning ses- 


sion of The National Association 
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| of Sheet 


| Products Co., Newark, N. J.; “Do 


| ing More 


Metal Distributors the 
same type of discussions will pre- 
vail. The questions and respond- 
ents are: “What Leeway, If Any, 
Should Be Permitted Salesmen in 
Connection with Selling Prices?” 
by Eugene Foley, Bayonne Steel 


Local Meetings Assist In Creat- 
Satisfactory Condi- 
tions?” by F. O. Schoedinger, F. 
O. Schoedinger, Columbus, Ohio: 
“Is It Practical to Make a2 | 
Charge for Handling Returned 
Which Are Shipped As 
Ordered by the Customers?” by 
Joseph Stelwagon, Stelwagon 
Mfg. Co., Philadelphia, Pa.; 
“What Economies Can Be EF. | 





Goods 


| fected in Connection with Truck- | 


ing?” by A. H. Nichols, Buhl | 


Sons Co., Detroit, Mich., and A. 
J. Becker, Ohio Valley Hardware 
& Roofing Co., Evansville, Ind.; 
“Is It More Satisfactory to Use 
Scale Weights on Broken Bun- 
dles, or Theoretical Weights as 
Given by the Mails?” by C. A. 
Nenno, The J. M. & L. A. Os- 
born Co., Buffalo, N. Y.: “To 
What Extent Has Air-Condition- 
ing Increased the Demand for 
Sheet Metal Products?” by Bruce 
Haines, E. E. Souther Iron Co., 
St. Louis, Mo.; “How Can We 
Protect Ourselves from Pilferage 
and Theft?” by Thomas J. 
Quinn, W. F. Potts Sons & Co., 
Inc., Philadelphia, Pa. 

Other business of the sheet 
metal distributors will be the 
various committee reports, as fol- 


The Hardware Age Special 
for the Atlantic City Convention 








HARDWARE AGE SPECIAL 


Saturday, October 14 


Lv Chicago ... 
Lv Fort Wayre 
Lv Mansfield 
Lv Canton 


Standard 
Time 
11.00 a.m 
1.38 p.m. 

; 5.24 p.m. 
ery ise 7.05 p.m. 


Ly Alliance (special stop) .. 7.25 p.m. 


Ar Pittsburgh 
Lv Pittsburgh 


Ar Atlantic City, Sunday, 


Oct. 


9.15 p.m. 
10.35 p.m 


9.15 a.m. 


HARDWARE AGE SPECIAL 
CONNECTIONS 


Saturday, October 14 


Leave 
Detroit 
Toledo 2.05 p.m.. 
Cleveland 


12.40 p.m... 


5.00 p.m.... 


Connect With 
Special Train at 
...Mansfield, Ohio 
...Mansfield, Ohio 
. Alliance, Ohio 


Youngstown 7.51 p.m....... Pittsburgh 


FO ee Pittsburgh 
wins: RFA Pittsburgh 


To connect with special train at Chicago: 


Friday, Oct. 13, Ly. 


Saturday, Oct. 14, 


Saturday, Oct. 14, 


Kansas City 
Ar. Chicago 8.30 a.m. 
Friday, Oct. 13, Ly. St. 
Ar. Chicago 7.00 a.m 


9.00 p.in. 


Louis 11.45 p.m. 


Reservations aboard the HARDWARE AGE Special can be 
made at any railroad ticket office or travel bureau as well as 
through the various offices of HARDWARE AGE in New York. 


Chicago and Cleveland. 





lows: eaves trough and conductor 
pipe committee by chairman E. 
H. Hoffeld, The Ferdinand Dieck 
mann Co., Cincinnati, Ohio; gal- 
vanized and black sheet and 
corrugated roofing committee, 
chairman, A. J. Becker, Ohio 
Valley Hardware & Roofing Co.. 





CHARLES F. ROCKWELL 


Secretary-Treasurer, 
Manufacturers’ Assn. 


Evansville, Ind.; prepared roofing 
committee, chairman, Joseph 
Stelwagon, Stelwagon Mfg. Co., 
Philadelphia, Pa. 

On Wednesday morning, 
Oct. 18, the subjects will be: 
“What Methods Are Effective in 
Avoiding Bad Debt Losses?” by 
Charles L. Wheeler, The Salt 
Lake Hardware Co., Salt Lake 
City, Utah; “How Can Efficiency 
of Warehouse Employees Be De- 
termined?” by E. H. McGinnis, 
Union Hardware & Metal Co.., 
Los Angeles, Cal.; “To What 
Extent Does Duplication of Lines 
Increase Expenses and Decrease 
Turnover?” by Charles E. Maloy, 
Jr., H. C. Prutzman Co., Inc., 
Altoona, Pa. 

The wholesalers, at their in- 
formal round table conference. 
Wednesday afternoon, will dis- 
cuss the following subjects: 
“Under Present Conditions 
Should We Work Standard Or 
Fixed Hours Every Day of the 
Week, Or Should the Workday 
and the Workweek Be Flexible 
So as to Provide for Longer 
Hours and Larger Working 
Forces at Certain Times and on 
Certain Days?”; “On Oct. 24, 
The Maximum Hours Without 
Overtime Are Reduced to 42 In- 
stead of 44 Per Week. What Ef- 
fect Will This Have on Pay Roll 
Expense?”; “Is It Practical to 
Engage Additional Help Tempo- 
rarily During Busy Periods?”; 
“Is A Five-Day Week Prac- 
tical?”, and “Methods of Estab- 
lishing and Adjusting Hourly 
Rates.” 

The question and answer dis- 
cussions will be concluded by the 


HARDWARE AGE 











wholes 
the cé¢ 
ing, O 
Net F 
Claibo 
Cottre 
“What 
Reduc 
H. J. 
Co., 

Facts 
tain I 
Policy 
Line? 
Hard 
and “ 
count 
factul 
count 


PRO 
DE 


Th 
Impl 
has : 
its | 
whicl 
Sher 
to | 
sessi 
repr 
ment 
of t 
parti 
Wisc 
conf 
jects 
plan 
City 


asso 













luctor 


lan FE. 


Jieck 
; gal 
and 
nittee, 
Ohio 


4 Co.., 





fing 
ph 


oe 


Ss eS OB 











the convention, Thursday morn- 
ing, Oct. 19: “Is Volume Without 
Net Profit Ever Desirable?” by 
Claiborne R. Watkins, Watkins- 
Cottrell Co., Richmond, Va.; 
“What Methods Are Effective in 
Reducing Insurance Costs?” by 
H. J. Allison, Glasgow-Allison 
Co., Charlotte, N. C.; “What 
Facts Should Wholesalers Ob- 
tain Regarding a Manufacturer’s 
Policy before Stocking His 
Line?” by Leo C. May, May 
Hardware Co., Washington, D. C., 
and “Net prices vs. List and Dis- 
count—Which? Should Manu- 
facturers Simplify Long Dis- 
counts?”, 


PROGRAM FOR IMPLEMENT 
DEALERS’ CONVENTION 


The National Federation of 
Implement Dealers’ Associations 
has announced the program for 
its fortieth annual convention 
which will be held at the Hotel 
Sherman, Chicago, Ill., Oct. 9 
to 12, 1939. Speakers at the 
sessions will be W. L. Clark, 
representing the Farm Equip- 
ment Institute. and John F. Doyle 
of the Wisconsin Banking De- 
partment who will discuss the 
Wisconsin Licensing Law. Many 
conferences and interesting sub- 
jects for discussion have been 
planned. H. L. Covert, Kansas 
City, Mo.. is secretary of the 
associations. 


LAWRENCE NAMED A 
U. S. STEEL V.-PRES. 


B. H. Lawrence, formerly chief 
engineer has been elected vice- 
president in charge of engineer- 
ing for the United States Steel 
Corp. of Delaware, and member 
of its executive committee and 
board of directors. 





wholesalers at the final session of | 





JOHN W. CRANCER 


on page 90 of the Sept. 21 issue 
will call on the wholesale hard- 





BESTOSEAL CO. IN 
NEW OFFICES 


The Bestoseal Co. has moved 
its offices from 1450 Broadway, 
New York City, to 1451 Broad- 
way. 


RIALE WINS NUTMEGGERS 
GOLF TROPHY CUP 


Perry B. Riale, representative 
ot the Milton Mfg. Co., New 
York City, won the Nutmeggers’ 
Trophy Cup at the third annual 
golf tournament of “The Nut- 
meggers” Inc. The tournament 
was held at the Avon Country 
Club, Avon, Conn., on Sept 13 
and was attended by 50 Nutmeg- 
gers and hardware dealers. 











JEAN SAGGESE HEADS BILLY 
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: 


JEAN SAGGESE 


OCTOBER 5, 1939 


AND RUTH PROMOTION 


| Miss Jean Saggese has been ap. 
| pointed to have charge of the 
Billy and Ruth promotion depart- 
ment of the Supplee-Biddle Hard- 
| ware Co., wholesale firm of Phil- 
| adelphia, Pa. 
Better known as “Jean” to the 
| toy industry, Miss Saggese has 
been associated with the Supplee- 
| Biddle company for 12 years, first 
| with its executive offices and then 
| as assistant in the advertising de- 
| partment. Later she was given 





| charge of the details of the | 
widely known Billy and Ruth p:o- | 
| motion. This active toy promo- | 


tion activity has been conducted 
| by Supplee-Biddle for 12 years. 
| Assisting Miss Saggese is Miss 
| Jean Lell. 





Whose appointment to the sales | 
staff of the F. D. Kees Mfg. Co., | 
Beatrice, Neb., was announced | 


of Harpware Ace. Mr. Crancer | 


ware trade in the Central West. | 



















































AND YOU SELL IT AND GET IT 
WHEN YOU 


Geature 
POL-MER-IK 


LINSEED OIL 
IN CANS 


NO LOSSES FROM SHRINKAGE, FOOTS, 
DRIPS, OR OVER-MEASURING 


MAKE more money on Linseed Oil. 
Sell Pol-mer-ik Linseed Oil in Cans. 
You buy a can — sell a can. No bulk 
selling losses. Your profits are sure 
and certain.- And you give your 
trade a greater value — the Extra 
Value of Cooked Oil at no extra cost. 
It’s the 10% of Cooked Oil in Pol- 
mer-ik that gives better brushing and 
leveling, better gloss and luster — 
greater durability. Write Today for 
the Complete Story of Pol-mer-ik 
Linseed Oil in Cans. More profits for 
you — a greater value for the buyer. 








BWABeeB BBB BBB RRESE BEE 


me \ ARCHER DANIELS MIDLAND COMPANY 
Roanoke Building, Mi polis, Mi rt H39H 


Send me details on Pol-mer-ik in Cans. Send the name 
of my nearest jobber. 





| 
A SIZE FOR EVERY PAINT 
PINTS, QUARTS, 1, 2, 5 





| ABABA BBBBBBBBBBBBBRREREE EEE E 
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DEPENDABLE 








Illustration above photographed on Agfa Film 


UNION HARDWARE 
ROLLER SKATES 


This nationally famous brand of Roller Skates will prove a doubly 
dependable line to stock—dependable from the standpoint of trouble- 
free performance that means customer satisfaction—dependable from 
the standpoint of quick turnover and above-average profits. UNION 
HARDWARE, to young and old alike, means unquestioned roller skate 
quality. Designed for fast, easy rolling and combining the latest im- 
provements in materials and design with sturdy construction, UNION 
HARDWARE Roller Skates are offered at prices your customers can— 
and will—pay. Put this popular line to work TODAY. Order from your 
jobber now and cash in on the fall market. 


Union Hardware Roller Skates are 
made in a variety of styles and 
sizes for sidewalk use. There are 
also popular models for rink skat- 
ing. Catalog No. 17 illustrates and 
describes the complete line. Write 
for your copy. 








(REWER ew 
HARDWARE COMPANY 
Ge GW 5 Ged £ 


REC.U.S. PAT. OFF ESTABLISHED |854 


TORRINGTON, CONN. 


NEW YORK OFFICE ISI CHAMBERS STREET 
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NASH-KELVINATOR CORP. 
SALES APPOINTMENTS 


Frank R. Pierce, general sales 
manager of the Kelvinator Di- 
Corp., 


Nash-Kelvinator 
Detroit, Mich., has announced the 


vision, 





CHARLES T. LAWSON 


appointment of Charles T. Law- 
son as sales manager of house- 
hold appliances. Mr. Lawson, 
who until recently was household 


sales manager of the General 
Motors’ Frigidaire Division, will 


have charge of all Kelvinator 
and Leonard refrigerator, electric 
range, water heater, 
washing machine and ironer sales. 

Thomas A. Farrell has been 
appointed eastern sales manager 
of the household division of the 
corporation. 

Mr. Lawson has been identified 
with the electrical appliance 
business for more than 20 years, 
starting in the engineering de- 
partment of the Westinghouse 
Electric Co. In 1917, he was 
transferred to the sales section of 
the company, and in 1921 left to 
go to Dayton, Ohio, as sales man- 
ager, of the Day-Fan Electric Co. 
Mr. Lawson became vice-presi- 
dent of that company, and when 
the company was taken over by 
General Motors in 1927, he was 


electric 





THOMAS A. FARRELL 


| made general sales manager. In 
| 1932, he joined the Frigidai:e 
| Division of General Motors and 
| since 1934 was household sale- 
| manager of the company. 
| Mr. Farrell was formerly east- 
|ern sales manager of the Frig- 
| idaire Division of General Motors 
| Co p. He served 11 years with 
Frigidaire, four years as eastern 
| sales manager and prior to that 
|served as regional branch and 
zone manager of the company in 
| the eastern and southeastern part 
| of the count-y. 


ELECTRIC COOKING 
SURVEY ISSUED 


The thirteenth annual survey 
of Sales of Commercial Electric 
Cooking Equipment, covering 
the year 1938, is now being re- 
leased by the Commercial Elec- 
tric Cooking Council, according 
|to an announcement by P. M. 
Alden, the Council’s Chairman. 
| The survey, compiled by 
| means of questionnaires, covers 
| 128 electric utiility companies, 
|the largest number that has 
ever contributed to it. A study 
of the results brought about by 
|the sales and promotional efforts 
of these companies provides 
convincing evidence of the profit 
| possibilities from this type of 
| load-building equipment. 
| The report is divided into two 
| parts, the first including data 
|on total commercial customers, 
| number of food-serving establish- 
| ments, kilowatts sold, estimated 
| kilowatt-hours, estimated annual 
| revenue and estimated increase in 
| annual revenue. The second part 
| provides data on salesmen, wir- 
| ing policy, equipment financing, 
| equipment servicing, future sales 
| plans and tie-in with the Coun- 








cil’s program. 

Part I of the report is further 
| broken down into two groups, 
|one presenting a brief summary 
of all replies to each question 
and the other comprising a com- 
plete analysis of the companies 


| which replied to all questions in 


this group. The objective is to 


| provide a more accurate picture 
| from the analysis of these com- 


plete replies especially where cal- 
culations are made from sum- 
maries of related and dependent 
questions. 


SEEKS CUTLERY LINES 

FOR SOUTH AMERICA 

Lawrence D. Seville, Inc., ex- 
port and import firm of 320 Fifth 


| Ave., New York City, is inter- 


ested in obtaining low-priced 


American lines of table cutlery 


| for distribution in South America 
| through the firm’s Buenos Aires 
office. 


HARDWARE AGE 
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RETAILERS NOW NEED NOT KEEP 
RECORDS OF FIREARMS’ PARTS 


(Washington Bureau 


\ yartment’s decision of May 1, 
otf HARDWARE AGE) I - 3 fay I 


1939, and in addition to making 
Under a new Treasury Depart- | the change noted above, brings 
ment decision relating to the | the former decision into line with 
Federal Firearms Law, retailers| the revision of the law passed 
who stock small quantities of | during the last session of Con- 
firearms parts are relieved of the | gress. The revision provides that 
necessity of keeping records on| the term “ammunition” as used 
these parts but must continue to|in the act shall include only 
maintain records on all other) pistol or revolver ammunition 
firearms, including firearms in| but “shall not include shotgun 
an unassembled condition. The | shells, metallic ammunition suit- 
change, also applicable to manu- | able for use only in rifles or any 
facturers in their disposal of | .22 caliber rim-fire ammunition.” 
firearms and ammunition, was|The department adopts _ this 
made necessary, officials ex-| language in appropriate sections 
plained, to cover any instances | of the new decision. 
where firearms are being as- The Federal Firearms act re- 
sembled for the purpose of avoid- | quires that dealers keep complete 
ing the excise tax. Parts of | and adequate records of firearms 
firearms aze not subject to tax.| handled. Manufacturers, how- 
The new decision, identified as | ever, must maintain records on 
T. D. 4946, supersedes the De- | both firearms and ammunition. 


FOR THE ADVANCEMENT OF SELLING 





R. C. Cameron, household manager of the Kelvinator Division 
of Nash-Kelvinator Corporation (left), receives the Homer G. 
Ford Award on behalf of George W. Mason, president of Nash- 
Kelvinator and father of the National Salesmen’s Crusade. 
Homer G. Ford is in the center and Roy H. Warmee, sales 
manager of the Philadelphia Coke Company, who made the 
award, is at the right. ' The award, made at the anual banquet 
of the convention of the National Federation of Sales Execu- 
tives, is given annually to the American company which pro- 
duces the best business-building program. The program in ques- 
tion was the Naticnal Salesmen’s Crusade, the “Sales Mean 
Jobs” movement which was started in May, 1938, by Kevinator 
and in which 1,100 cities partciipated in a drive to increase 
business in general before the summer was over. 


OCTOBER 5, 1939 





That quaint sign “PLEASE DO 
NOT HANDLE” went out with 
the horse and buggy. Today’s 
customer wants to see it, feel it, 


make it work. That’s why ILCO 


furnishes its dealers with a dem- 
onstrating mount, free of charge, 





with their stock orders for Universal Door Closers. 
There is a growing market for door closers and it is a 
good profit producer. Now is the season when demand is 
heaviest. Sales possibilities are everywhere. 
The ILCO Universal is easy to sell, because it is ready 
for use on right or left hand doors—has simple effective 
speed-control—is sturdy in construction—and priced right. 








ILCO KEY 
BLANKS 
See us first. We 
maintain an ex- 
tremely large as- 
sortment at al 
times, and can 
fill orders from 
stock. 





















INDEPENDENT LOCK CO. 


Fitchburg, Mass. 
BRANCHES IN ALL PRINCIPAL CITIES 
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A DISPLAY That Keeps ‘Em Moving 


A compact, eye-catching display . . . a quick-selling 
assortment of Jewel Grinding Wheels that are sales-tested 
“best-sellers” all, without a single “dead item” in the lot 
- ». all on a square-deal proposition to give you quick 
turnover and a full margin, in a field where there’s plenty 
of demand! That’s the Jewel Grinding Wheel Merchandiser 
— just out. 


THE DISPLAY... of sturdy plywood, brilliant and 
snappy in yellow-on-black. Special easel prevents falling 
forward. Wheels and bushings easily removable for sale, 
yet attached firmly to discourage pilfering. Compact, too 
— just 15” wide x 23%” high. 


THE PRODUCT _._. Tro each of the following fast- 


moving Jewel wheels: 4” x %4", 4” x 1",5” x %4",5" x 1", 
6" x %", and 6” x 1”, in assorted grits. And 12 sets of 
bushings. 


THE PROFIT . . . Cost to you 


Retail Price 


$13.27 
19.94 


Your Margin $6.67—or better 
than 50% mark-up on items that are sure-fire, nationally- 
known, tested sales-leaders! 

Order a Jewel Wheel Merchandiser from your jobber 
today — let it do a big part of your selling job. If he 
can’t supply you, write direct. Abrasive Products, Inc., 
South Braintree, Mass. 


ABRASIVE & 


INC. 








= PRODUCTS 


SOUTHERN JOBBERS’ 





50th CONVENTION 


AT PALM BEACH, APRIL 8-11 


The 50th annual “Golden An- 
niversary” convention of the 
Southern Hardware Jobbers As- 
sociation will be held in Palm 
Beach, Florida, April 8, 9, 10 and 
11, 1940. As usual, it will be 
held jointly with the semi-annual 


convention of the American 
Hardware Manufacturers -Asso- 
ciation. 


The complete facilities of the 
Palm Beach Biltmore and White- 
hall hotels have been reserved 
for this joint convention. The 
two hotels, now under the same 
ownership and operation, are 
within easy walking distance of 
one another, on the Lake Worth 
water front. With their some 840 
rooms, these two palatial hotels 
have sufficient facilities to take 
care of the present normal at- 
tendance at these joint conven- 
tions. However, arrangements are 
being made with other nearby 


hotels to take care of any over- 
flow. 
Formal convention announce- 


ments were mailed out by the 
two associations to their mem- 
bers on September 30. The selec- 
tion of the place of meeting was 
made much earlier than usual, 
and convention announcements 
were mailed out far in advance 
of the usual schedule, to give 
ample time to arrange business 
and entertainment programs in 
keeping with the importance of 
the “Golden Anniversary” con- 
vention. 

With the splendid hotel -facili- 
ties which have been provided, 
and with the tropical scenic at- 
tractions and delightful entertain- 
ment possibilities of America’s 
premier winter resort, there has 
been general approval of the 

| selection of the place of meeting. 
| The convention is expected to be 








much the largest in the history 
of these joint gatherings. 

T. W. McAllister, 1020 Grant 
Bldg., Atlanta, Ga., is secretary 
of the Southern Hardware Job- 
bers’ Association. Charles F. 
Rockwell, 342 Madison Ave., 
New York City, is secretary-trea- 
surer of the American Hardware 
Manufacturers’ Association. 


NATIONAL AUTO SHOW 
OPENS IN N. Y. OCT. 15 


The fortieth anniversary Na- 
tional Automobile Show will 
open in Grand Central Palace, 
New York City, Oct. 15 continu- 
ing until Oct. 22. There will be 
a flat 40 cent admission charge 
for this year’s exhibition. 

A special feature will be the 
Safety Center, where the joint 
efforts of automotive engineers, 
public authorities and civic or- 
ganizations working for orderly 
and efficient traffic will be dis- 
played. 


BELGIAN DISTRIBUTOR 
WISHES CATALOGS 


Richard Debels, 22, Faubourg 
de Tournai, Courtrai, Belgium, 
requests catalogs and price lists 
on the following lines: tools. 
builders’ hardware, upholstery 
hardware, nails, wire netting, gal- 
vanized wire, and aluminum, gal- 
vanized and enameled kitchen 
utensils. Mr. Debels operated a 
wholesale firm but has liquidated 
that business to become a manu- 
facturers’ representative calling 
on Belgian wholesalers, selling at 
factory prices on a commission 
basis. 





The Palm Beach Biltmore Hotel. 
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NEW YORK PAINT ASSOCIATION 


APPOINTS COMMITTEES 


More than 250 members and | evening’s program consisted of 


guests attended the first regular 
meeting of the 1939-1940 season 
of the New York Paint, Lacquer, 
and Varnish Association in the 
Music Room of the Hotel Bilt- 
more, New York City, on Sep- 
tember 21. During the short 
business meeting President M. J. 


Merkle, M. J. Merkle Paint Co., 


Inc., announced the chairmen of | 


various committees for the year. 
Trade Sales Committee, Chairman 
Ralph H. Everett, Keystone 
Varnish Co.; Industrial Sales 
Committee. Chairman Paul S. 
Kennedy, Murphy Varnish Co.; 
Program-Entertainment Commit- 
tee, Chairman D. J. Healy, Spen- 
cer-Kellog & Sons, Inc.; Clean 
Up and Paint Up Committee, 
Chairman A. E. Horn, A. C. Horn 
Co.; Production Committee, 
Chairman Everitt J. Cole, Manu- 
facturers Varnish Co.; Acquain- 
tance Committee, Chairman E. S. 
Blackledge, Devoe & Raynolds 
Co., Inc.; Constitution and By- 
Laws Committee. Chairman H. 
M. Howard, Thibaut & Walker 
Co.; Credits & Collections Com- 
mittee, Chairman Martin B. 
Weinstock, M. J. Merkin Paint 
Co., Inc.; Legislative Committee, 
Chairman O. J. S. de Brun, 
Egyptian Lacquer Mfg. Co.; 
Membership Committee, Chair- 
man Thos. J. Starkie, Wishnick- 
Tumpeer, Inc.; Publicity Com- 
mittee, Chairman Maurice W. 
Butler. American Paint Journal 
Co.; Raw Materfals Committee, 
Chairman J. P. Dumphy, New 
Jersey Zinc Co.: Traffic Commit- 
tee, Chairman J. J. A. Winzen- 
ried, Devoe & Raynolds Co., Inc.; 
Transportation Committee, Chair- 
man G. Austin Wharry, G. A. 
Wharry & Co. 

New members elected were, 
Class B. Membership, H. W. Hall, 
The Dicalite Co.; Class C. Mem- 
bership, Sidney Block, Superior 
Can Co., Inc.; Class D Member- 
ship, B. L. McConn and W. C. 
Cooper, Impe-ial Paper and Color 
Corp. An honorary membership 
was conferred upon E. S. Black- 
ledge, Devoe & Raynolds Co., Inc. 
Thurlow J. Campbell, Valentine 
& Co., was elected vice-president 
and James Abraham, Clover Leaf 
Paint & Varnish Corp., was 
elected a member of the Execu- 
tive Committee. President Me - 
kin announced the death of Sam 





Stroock, Stroock: & Wittenberg | 

: 
Corp., and the entire group ob- | 
served a moment of silence in | 


his memory. 
Committee reports were made 


by H. E. Hendrickson, treasure:, | 


and G. Austin Wharry, chairman 
Transportation Committee. The 


refreshments and dinner, followed 
by an excellent bill of profes- 


sional entertainment, including 
acrobatics, dancers, and mu- 
sicians. 


GOODRICH 20-YEAR 
CLUB GROWS 


Five members of the field staff 
of the mechanical division of The 
B. F. Goodrich Co., Akron, Ohio, 
have recently completed 20 years 
of service with their organization. 
They are: 

Samuel R. Potter, district man- 
ager, St. Louis; F. Elliott Wood, 
salesman, and Mrs. Elsa C. 
Boone, clerk in the New York 
district; H. L. Green, salesman, 
Denver district, and Edward F. 
Heckman, salesman, Philadelphia 
district. 

E. N. David, in the Akron sales 
office, has recently completed 30 
years of service. 


R. WALLACE & SONS NAMES 
NEW DIVISION HEADS 


Thomas H. McCready has been 
appointed sales manager of the 
Pacific division for the R. Wal- 
lace & Sons Mfg. Co., Walling- 
ford, Conn. M. L. Gundlach as- 
sumes charge of the eastern 
division with headquarters in 
New York City and H. E. Reich 
continues as manager of the com- 
pany’s mid-western division with 
headquarters in Chicago. 

Mr. McCready joined the Wal- 
lace organization on the Pacific 
Coast in 1909. He was brought 
East in 1927 as manager of the 
company’s Philadelphia branch 
and in 1931 was made sales man- 
ager with offices in Wallingford. 

Mr. Gundlach has been with 
the Wallace firm for the past sev- 
eral years. Until recently he was 
in charge of the pemium division. 





T. H. McCREADY 











NOW -NaTIONAL 
ADVERTISING 





.».helps you SELL 
“Light Conditioning 
in the bulb, itself!” 





Ordinary Inside Frosted Bulb New Wabash Superlite Glows 


Gently, Evenly From Its Very 


Has Harmful, Dazzling 
Edges. Saves Eyes, Nerves. 


Glare Spot At Center! 
TIE-IN WITH THIS SENSATIONAL » , 
SUPERLITE e 
DISPLAY DEAL! 


It’s the deal that created a sensation in 
the electric lamp business . . . a complete 
Light Conditioning Department for your 
store in less than 1!) sq. ft. of floor space! 
Includes Free wire display stand; Free 
electric bulb tester; 6 extra Free 60-watt 
Superlites. Get full details from your job- 
ber. Or write Wabash Appliance Corp., 
335 Carroll St., Brooklyn, N. Y. 


Every Superlite Sale is a Full-Profit Sale with Fair Trade Protection! 
Copr. 1939, Wabash Appliance Corp. 








SUPERLITE 


DERN | J JING But 





RETAILERS ASK RISING PRICES 


BE KEPT AT A MINIMUM 


(Washington Bureau 

of HARDWARE AGE) 
Rising prices were up for dis- 
cussion on Sept. 13 when mem- 
hers of the Retailers National 
Council, composed of 11 national 
rep-esenting 
con- 


retail associations 
over 200,000 retail 
vened to consider the effect on 
distributors of the war in Europe. 

“The retailers’ representative 
recognizing, as has the President 
of the United States, the condi- 
tions arising as a result of war 
which probably will lead to some 
increase in the price level, but 
they are a unit in realizing that 
all business should face the facts 
that a too rapidly rising price 
level will seriously impair the 


stores, 


purchasing powe: of the public | 


and lead to distress,” said Rosco2 
R. Rau, president of the council. 

Mr. Rau added that ihe or- 
ganization recognizes that retail- 


ers are powerless to prevent in- | 


creases in the price they must 
pay for merchandise fo: 
to the public and pointed out 
that retailers cannot presume to 
possess intimate knowledge of all 
the conditions to be faced by 
and _ wholesalers. 
also realizes, Mr 


resale 


manufacturers 
The council 


Rau continued, that labor costs | 


recently have been increased and 
may not as yet have 
sorbed into the price level and 


been ab- 


that ce:tain agricultural preducts 
| are still “unduly low-priced.” He 


said, however, that it is the belief 
of retailers that such price in- 
creases as may be _ necessary 
should be kept to a minimum. 


Members of the council voted | 


to hold themselves in readiness to 
meet again if the need arises to 
coordinate retailers in an effort 
to guavd the public interest. 
Among those in attendance at 


the session were Wilson Streeter, | 


and Charles Evans, representing 
American National Retail Jew- 
elers Association; Dr. Paul H. 
Nystrom and E. C. Mauchly, rep- 
resenting Limited Price Variety 
Stores Assn.; Charles A. Bethge, 


D. M. Nelson and O. M. Kile of | 


the Mail Order Association of 
America; John William Girdner 
of the National Council of Shoe 
Retailers; Saul Cohn, Lew Han, 


Irving Wolf and Harold R. 
Young, of the National Retail 
Dry Goods Association; Rivers 


Peterson, National Retail Hard- 
ware Association; and Herbert J. 
Rich, and A. H. Geuting of the 
National Retailers Shoe Associa- 
tion. 

These officers were reelected: 
President, Roscoe R. Rau: vice- 
president, Rivers Peterson; trea- 
surer, Herbert J. Rich; secretary, 
Harold R. Young; and assistant 
secretary, Louis Rothschild. 





J. C. ADAMS 


ADAMS, ENGINEER FOR 
MANNING. BOWMAN 


B. M. Tassie, president, Man- | 


ning, Bowman & Co., Meriden, 
Conn., has announced the ap- 
pointment of J. C. Adams as chiei 
engineer at the Meriden plant. 
Mr. Adams, a graduate of the 
University of Michigan School 
of Electrical Engineering, has 
been with General Electric Com- 
pany for the past 16 years. Prior 
to 1932 when he was appointed 
assistant to the managing engi- 
neer at General Electric, Bridge- 
port, Mr. Adams was designing 
engineer for the Edison Electric 
Appliance Company at Chicago. 








NORGE MEN STUDY PROCESS CONTROL 





First steps in a program to further advance process control activities at the Muskegon plant 
of the Norge Division, Borg-Warner Corp., Detroit, Mich., were taken recently when a group of 


70 key men 


foremen, inspectors, and supervisors 


from the Muskegon plant visited Norge plant 


No. 2 in Detroit to observe and study the application of process control to the manufacturing 


methods in operation there. 


The manner in which the process control system is applied to the building of sealed rollator 
compressors was thoroughly explained to the visitors from Muskegon, as they made the trip 


through the plant and laboratory. 


They were also addressed by Howard E. Blood, president of 


the Norge Division and executive-vice-president of the Borg-Warner Corporation; M. G. O’Harra, 
vice-president in charge of sales; Herbert Morley, manager process control, quality division; 
H. L. Spencer, plant manager of the Muskegon plant; and Howard H. Avery, plant manager of 


Detroit. 


WILLIAM CHILDS RETIRES 
FROM CONTINENTAL STEEL 


William H. Childs has an- 
nounced his retirement from. ac- 
tive service in the steel industry. 
His resignation as sales man- 
ager of the wire division of the 
Continental Steel Corp., Kokomo, 
Ind., became effective Oct. 1. 

Though only 58, Mr. Childs is 


one of the pioneers of the age of 


steel. He played a prominent 
part in building up the fence 


and wire industry. He was only 
18 when he went to wo-k for the 
old Page Fence Co. In the 40 


years since, he has held positions 





WILLIAM H. CHILDS 


of ever-increasing responsibility, 
culminating with his appointment 
by Continetal in 1930. 
Withdrawing from active par- 
ticipation in the steel business, 
Mr. Childs plans to pursue some 
of his personal interests includ- 
ing his hobby of expert photog- 
raphy. He will live in his home 
at Adrian, Mich., where he spent 
his early years and where at one 
time, he was secretary and sales 
manager for a fence company. 
Mr. Childs also has a_ winter 
home at Fort Lauderdale, Fla. 


POT AND KETTLE NEWS 

Beginning with the new series 
of meetings, the Los Angeles Pot 
and Kettle Club will hold 
regular night meeting each month 
and each fourth Tuesday night 


one 


| has been designated for that pur- 


pose. 


The meetings will be held 


| at The Clark Hotel and begin 
| at 6:00 p.m. 


| Guiana, South 


BRITISH GUIANA FIRM 
WANTS HARDWARE LINES 

Rodrigues and Rod-igues, 
Georgetown, Demarara, British 
America, is seek- 


| ing contact with American whole- 
| sale hardware companies for the 


hardware 
Amevican 


export of American 
ines to the South 
The firm desires catalog: 
and price lists. 


trade. 
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WILSON MANAGES BARKER 
BROS. HARDWARE DEPT. 


Homer Q. Wilson has been ap- 
pointed manager of the hardware 
and housewares department of 
Barker Bros., Los Angeles, Calif. 





HOMER Q. WILSON 


For the past 18 years, Mr. Wilson 
has been with the Doh:man Co., 
in Los Angeles, serving in nearly 
all departments. He has special- 
ized in hardware and housewares | 
throughout his business career. | 
Barker Bros. are now planning to | 
remodel its entire hardware and | 
housewares department. 





RILEY RETIRES FROM 
WHITNEY-ECKSTEIN 
George P. Riley, for the past 4 
34 years representative of the | 
Whitney-Eckstein Sted Co., Buf- | 





falo, N. Y., in New England, New | 





York and New Jersey, has retired | 
| The Ronald Press Co., 15 E. 26 


after serving 50 years in the seed 
business. Ill health is the cause 
of Mr. Riley’s retirement. 

Mr. Riley began his business 
career in 1889 with the firm of 
Joseph Breck & Sons, Boston, 
Mass., as an office boy. Later he 
represented the company in 
Maine and New Hampshire. As 


| one of the pioneers in the lawn 


seed business, he joined the 
Whitney-Eckstein organization in 
1905. 

Mr. Riley makes his home at 


| 31 Lewis Road, Belmont, Mass. 


| changes in 


BOOK ON MARKET 
RESEARCH ISSUED 


“Market Research and Analy- 
SIs 
by Lyndon O. Brown, director of 
merchandising and reseazch for 
Lord & Thomas and associate | 
professor of marketing and ad- | 
vertising for Northwestern Uni- 
versity. In his book, Mr. Lyndon 
writes of the eight basic steps 
in the procedure for market anal- 
ysis; 10 requirements every effec- 
questionnaire must meet; | 
how to work out a scientific | 
schedule for copy-test insertions; 
how to choose the right kind of 
interviewer for the job; five steps 
to assure an adequate sainple; 
how to edit data to insure ac- 
curacy in tabulation; how to dis- | 
cover the signs which predict 
your markets; the 
advantages and disadvantages of 
a factual survey, and when and | 
why it pays to use two different 


tive 


| 


is the title of a new book | 


methods in handling..one phase 
of an analysis. Published by 


St., New York City, the book 
sells for $4.00 a copy. 





PROMOTIONS MADE IN 
PITTSBURGH PLATE GLASS 
WAREHOUSE PERSONNEL 


A series of promotions and 
transfers of warehouse personnel 
of the Pittsburgh Plate 
Co., Pittsburgh, Pa., was an- 
nounced recently by H. B. Hig- 
gins, vice-president. 

A. J. Roche, Toledo warehouse 
manager, has become manager at 
Detroit; P. A. Ketchum, Colum- 
bus, Ohio, manager, has become 
Toledo manager; and F. T. 
Hughes, Jr., Mobile, Ala., man- 
ager, has become 
Ohio, manager. 

R. M. Claflin of St. Louis has 
become Mobile, Ala., manager. 
G. F. Parker, Jr., Montgomery, 
Ala., manager, has become assis- 
tant manager at Buffalo. G. E. 
Percy of Memphis has become 
Montgomery, Ala., manager. 

NEW YORK DEALERS 
MEET, FEB. 20-23 

The New York State 
Hardware Association will hold 
its annual convention and trade 
show, Feb. 20 to 23, 1940. 
sions and headquarters will be at 
the Seneca Hotel, Rochester, 
N. Y., while the exhibits will be 
at Rochester’s convention hall. 
John B. Foley, 508 Hills Bldg., 


Syracuse, New York, is secretary 


Ses- 


| of the association. 





Glass | 


Columbus, 


SCAIFE IN HAWAII 
FOR “HOTPOINT” 


Following a broad experience 
in electric appliance merchandis- 
ing throughout the United States, 


| with the Hotpoint Company anil 





HOWARD L. SCAIFE 


the General Electric Co., Chicago, 
Ill., Howard L. Scaife has been 
appointed full-line Hotpoint rep- 


resentative in the Hawaiian 
| Islands, for the Hawaiian Elec- 
tric Company, Honolulu, Ha- 


Retail | 


waiian Hotpoint distributors. 


For the past two years Mr. 
Scaife has been assistant sales 
| manager of the Hotpoint Re- 


frigeration Division, headed by 
G. H. Smith. 
the Hotpoint Co. Mr. Scaife was 
Mer- 


chandise Division, General Elec- 


Prior to joining 
with the Appliance and 


tric Co., Cleveland, Ohio. 


“EASY” WASHER LINE INTRODUCED AT CONVENTION 


€ASY 
TASHERS 





Price reductions of between $10 and $40 and newly-styled and simplified line of woshing machines and ironers were intro- 
duced to distributors of the Easy Washing Machine Corp., Syracuse, N. Y., at a distributor’s convention held Sept. 11 and 12 at 


Syracuse. 
tions attended the meeting. 


More than 150, including the company’s field and sales representatives and executives of over 50 distributor organiza- 
J. J. Nance, general sales manager of the company, conducted the meeting. 


Mr. Nance declared in addressing the convention: “General indices and the present rising trend of general business indicate 
that the home laundry appliance business as a whole has an excellent chance to set an all-time volume record in 1940.” 

Highlight of the two-day conference was a banquet held in the Onondaga Hotel. at which J. C. Nelson, president of the 
company, was the principal. speaker. Other speakers were Mr. Nance; H. Paul Nelligan, vice-president; B. L. Finn, advertising 
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and sales promotion manager; G. W. Burns, assistant sales manager; T. J. Little, chief engineer, and N. S. Hoerle, factory manager. 
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YOUR PROFITS 


... WHEN YOU USE 
LOW tuis LocAL SALES 
BUILDING PROGRAM 





The CONTINENTAL LINE is establishing new sales 
records with many dealers. One reason is the local 
sales drive put behind it. How would you like to have 
fifty, seventy-five, or a hundred new customers come to 
your store to buy fence, gates, posts, steel roofing, etc., 
and every one also a —— for post hole diggers, 
tools, wheelbarrows, forks, and other items you sell? 
Continental has a plan that will do this for you. Dealers 
say it’s like adding an outside salesman. It goes out and 
finds prospects, gets them interested, and brings them 
in ready to buy. Find out for yourself about this new 
method of building sales volume and profits. 
CONTINENTAL STEEL CORPORATION 


General Offices: Kokomo, Ind. 
Plants at Canton, Kokomo and Indianapolis 


CONTINENTAL 


83 STEEL PRODUCTS FOR FARM AND HOME 
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OBITUARIES 








CHARLES M. SCHWAB | 


Charles M. Schwab, chairman | 
of the board of the Bethlehem | 
Steel Corp., passed away Sept. 19 | 





Here his skill as a mediator and 
diplomat following the Home- 
stead strike put him in line for 
the presidency of the company. 
Mr. Schwab refused the offer, 
saying he could not do his best 


| 

| under other people. A day or two 
later Carnegie made the 35-year- 

| old executive president of Car- 

negie Steel Co. 

| 


OSCAR CARLSON 


Oscar Carlson, 58, veteran At- 
tica, Ind., hardware merchant 
and blacksmith shop owner for 
more than 40 years, passed away 
Sept. 13. He started his business 
career at the age of 17 and was 
active in the civic affairs of his 
community almost from hoyhood. 
Surviving are his widow and five 
children. 
| — 

GUSTAV BOMMER 


CHARLES M. SCHWAB | Gustav Bommer, Bommer 
| Spring Hinge Co., Brooklyn, New 
at his apartment in New York | York, passed away recently. He 
City. He was 77 years old. | was 71 years old and had suf- 
The career of Charles Michael | 
Schwab was an example of the | 
“American success story.” 
Beginning as a grocery clerk, | 
he rose to the position that gave | 
him the title “King of Steel.” At | 
39 he was president of the | 
United States Steel Corporation, | 
an organization that ushered in a | 
new era in American industrial | 
life. Known as the “Perennial | 
Optimist,” it was only late in | 
life that he restrained his confi- | 
dent utterances. 

Born in Williamsburg, Pa.. 
Feb. 18, 1862, Mr. Schwab moved | 
to the nearby village of Loretto | 
when he was five. While attending | 
St. Frances College he drove a 
stage for his father, who was pro- 
prietor of a livery stable. 

In the little Braddock, Pa., 
ft — he — to _ at | fered a heart attack. An executor 

€ asked a customer, Uaptain | of the estate of Emil Bommer 
Bill Jones, a powerful figure in| who passed away in 1935, Mr. 
the steel industry, for a job in| Bommer had been in the hard- 
~ — mills of Carnegie | ware business for almost 50 
Steel Lo. years. He entered the Bommer 
ecg se boy’s on organization in September 1891 
ones gave him a position &8/ in a factory position and worked 
a. ig at — in the firm’s ata departments, 
a day. Ihree years later he was| hecoming general manager which 
ie ngs he at. | pnb ld te oi 
; | ss . Mr. Bo er leaves 15) 
negie by the construction of an | iain, le and Paul oc 
elevated road in the Braddock 
mill yards. 

In 1889 he was made general | W. B. NOAH 
superintendent of the Edgar| W. B. Noah, 52, secretary-trea- 
Thomson Steel Works, and in | surer, Vaughan Hardware Co., 
1892, general superintendent of | Winchester, Tenn., for the past 
Edgar Thomson and Homestead.| 15 years, passed away recently. 











GUSTAV BOMMER 
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JUNIOR SALES MAKER 













ADDED SALES 
and PROFITS) 


for Dealers 
....at the 

New 
Low 














Genuine 


BROWN & SHARPE 
HAIR CLIPPERS 


—T he Choice of Professional Users 
Write for catalog—Brown & Sharpe Mfg. Co., Providence, R. I. 
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Current Price Trends 


as reported by Hardware Manufacturers 


and it is possible the manufacturer’s 
capacity to furnish goods might be 
crowded if all endeavor to cover 
within a short time.” 


The Sta-Tite Snath Company 


SHELBYVILLE, IND. (snaths). Law- 
son H. Stine, president, writes: 
“With the unsettled market condi- 
tions of practically all raw materials 
it is impossible at the present time 
to predict our costs for any distance 
in the future. However, we do have 
on hand a fair supply of raw mate- 
rials and see no need for an increase 
in prices of snaths within the im- 
mediate future. We are selling to- 
day on our present list and believe 
that if orders are not anticipated 
too far ahead and about the usual 
quantities ordered, reasonable prices 
can be maintained.” 


The Union Fork and Hoe Co. 


Cotumsvus, Onto (forks, hoes and 
steel goods). L. P. Finley, vice- 
president. says: “There is a definite 
trend upward in the general price 
structure and our company will an- 
nounce a new set of prices in the 
next few days which will represent 
a very slight advance over current 
prices. We are doing everything we 
can to prevent speculative buying 
and we believe that close contact 
with our customers and careful plan- 
ning for our supply of raw mate- 
rials will prevent any sudden or 
abnormal increases in the prices of 
our commodities.” 


United Stove Company 


Yrstranti, Micu. (oil heaters, 
stoves, ranges and accessories). 
K. V. Ferguson, president and gen- 
eral manager, states: “In our opinion 
the price trend will certainly be up- 
ward but it is not the intention of 
our company to increase prices on 
oil stoves and heaters which we 
manufacture beyond actual increases 
that we may have in our raw mate- 
rial and labor costs. We have pro- 
tected ourselves as far as raw mate- 
rials are concerned for the balance 
of this vear and the first three 
months of next year, so do not con- 
template any immediate change in 
our cost prices. We are only accept- 
ing specifications at this time for 


(Continued from page 45) 


immediate shipment or shipment 
prior to January 1 of next year on 
the basis of our present quoted 
prices.” 


Jacuzzi Brothers, Inc. 


BerkeELey, Cauir. (pumps, valves, 
water systems, etc.). C. Jacuzzi, 
vice-president and general manager, 
states: “If prices on bronze and cast 
iron continue on an upward trend 
we will have to raise the prices of 
our products accordingly. However, 
it is the writer’s personal opinion 
that there will be no perceptible ad- 
vance in prices in the near future, 
due to the large quantities of these 
materials available.” 


Manning, Bowman & Co. 


Merwen, Conn. (electrical ap- 
pliances, vacuum jugs, giftwares). 
W. J. Herwood, sales manager, says: 
“Prices of raw materials are increas- 
ing, higher labor costs are certain to 
follow. These changes must be re- 
flected by increased prices in finished 
products. We cannot guarantee our 
present prices. Deliveries of raw 
materials are uncertain. We are 
planning increased production in 
anticipation of a greater consumer 
market. We suggest that dealers too, 
reconsider their present inventory 
situation in light of new conditions 
and plan accordingly.” 


The Wm. Schollhorn Co. 


New Haven, Conn. (pliers, nip- 
pers, punches, etc.). A. R. Heise, 
general manager, writes: “It is our 
desire to adhere to our present pub- 
lished list price. If, however, an 
emergency arises, we feel our trade 
should be advised at this time that 
we will modify our prices to meet 
any situation over which we have 
no control. District sales managers 
have been instructed to advise their 
accounts of a possible price increase 
and delayed shipments. We hope to 
be able to give the trade a thirty- 
day notice of any price change.” 

The Coleman Lamp and 
Stove Company 

Wicuita, Kan. (gas and electric 

household appliances). J. H. Gra- 


ham, general manager, states: “We 
do not contemplate any immediate 


advances of Coleman products. ‘The 
price trend is upward but we intend 
to maintain our present schedules 
until advancing material or labor 
costs must be recognized. Under 
ordinary circumstances we would 
normally give the trade advance 
notice of price increases, but under 
war conditions immediate changes 
might become necessary.” 


Vaughan Novelty Mfg. Co. 


Cuicaco, ILL. (can openers, hard- 
ware specialties, kitchen tools, etc.) . 
R.' C. Harris, executive vice-presi- 
dent, states: “Our policy has always 
been to raise prices only when we 
find it imperative to do so, and we 
endeavor to protect our customers: in 
every way possible through a for- 
ward purchase of raw materials, and 
should the market continue to rise 
we intend to protect our regular cus- 
tomers for reasonable purchases.” 


Mathias Klein & Sons 


Cuicaco, Itt. (linemens’ elec- 
tricians’ and mechanics’ tools). H. B. 
Wilson, general manager, states: “It 
seems to me that prices will tend 
to advance and we cannot believe 
there is any likelihood of reductions. 
To what extent advances may go, it is 
impossible to offer any opinion. We 
will not put any advances into effect 
until compelled to do so by increased 
costs of manufacturing. Our prices 
have always been subject to change 
without notice and this shall be con- 
tinued.” 


Rogers Isinglass & Glue Co. 


Gioucester, Mass. (liquid glues). 
W. A. King, sales department, states: 
“There will be no advance in price 
on Rogers glue in packages unless 
something very unforeseen happens.” 


Plymouth Cordage Company 


Nortu Piymoutu, Mass. (rope 
and binder twine). J. S. Bradford, 
states: “Early advances in fiber 
prices and in burlaps, have occurred 
and ocean freight rates have been 
substantially increased. The sharply 
rising cost of raw materials has al- 
ready compelied an advance in tying 
twine prices. Orders for rope and 
twine products are being accepted 

(Continued on page 90) 
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Coming Conventions 
and Events 


Corrected each issue 
according to latest data 


American Hardware Mfrs. Assn. 
annual convention meeting with the 
National Wholesale Hardware Assn., 
Oct. 16 to 19, 1939, at the Marlborough- 
Blenheim Hotel, Atlantic City, N. J. 
Charles F. Rockwell, 342 Madison Ave., 
New York City, is secretary of the 
manufacturers’ assn. George A. Fernley, 
505 Arch St., Philadelphia, is secretary 
of the wholesalers’ assn. 

Cooking and Heating Appliance 
Manufacturers, Institute of, seventh 
annual convention at the Netherland- 
Plaza Hotel, Cincinnati, Ohio, Dec. 13 
to 15, 1939. 

Golf Tournament of the Eastern 
Hardware Golf Assn., tentatively set for 
May 18 to 20, 1940, at the Cavalier 
Hotel, Virginia Beach. H. L. Gilliam, 
The Wood Shovel & Tool Co., 9 Rocke- 
feller Plaza, New York City, is secre- 
tary-treasurer. 

Montana Implement and Hardware 
Association, 3lst annual convention, 
Oct. 23-24, 1939, at Billings, Mont. 
M. P. Trenne, P. O. Box 1005, Heléna, 
Mont., is secretary. 

National Federation of Implement 
Dealers’ Association, 40th annual con- 
vention, Oct. 9 to 12, 1939, Hotel Sher- 
man, Chicago, Ill. H. L. Covert, 322 
Scarritt Bldg., Kansas City, Mo., 1s 
secretary. 

National Washer-Ironer Week, 
Oct. 14-21, sponsored by the American 
Washer and Ironer Mfrs. Assn., Chi- 
cago, Ill. 

National Wholesale Hardware 
Assn., annual convention meeting with 
the American Hardware Manufacturers 
Assn., Oct. 16-19, 1939, at the Marl- 
borough-Blenheim Hotel, Atlantic City, 
N. J. George A. Fernley, 505 Arch St., 
Philadelphia, is secretary of the whole- 
sale association, and Charles F. Rock- 
well, 342 Madison Ave., New York City, 
is secretary of the manufacturers’ asso- 
ciation. 

Packaging Exposition and Confer- 
ence, 10th annual, March 26 to 29, 
1940, at the Hotel Astor, New York 
City. Sponsored by the American Man- 
agement Assn., 330 W. 42nd St., New 
York City. 

Texas Hardware and Implement 
Assn., 42nd annual convention and ex- 
hibit, January 23, 24, and 25, 1940, at 
the Adolphus Hotel, Dallas, Tex. Dan 
Scoates, College Station, Tex., is secre- 
tary-treasurer of the association. 
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times before then. 





| jOBBERS! 
Don’t 
Miss 

| This! 





| Alert retailers will 
| snap up this really 
| remarkable offer. 
| Contact Millers 
Falls immediately 


for details of out 


WILL GIVE YOU 
RDY FRAME THAT We seRviCe 
A LIFETIME OF SATISFAC 
equine with & GEMvIN 


ASTU 


A special new frame. . 
new price .. . together they mean quick profits for retailers and 
jobbers, and satisfied customers for Millers Falls. Here’s another in 
a series of special offers Millers Falls makes, at far less than our 
normal profit, for your benefit. Stock the initial set now; this offer 
ends January 1, 1940; you'll want to turn and reorder several 


jobber proposition. 














MILLERS FALLS COMPANY 


GREENFIELD - MASSACHUSETTS 














« TUF FLEX 






































OFFER EXPIRES JANUARY 1,!1940 


. a special mew display . . . and a special 


HERE’S THE DEAL! 


You get this handsome, three-color display unit, 
mounted with hack saw, and carrying complete 
sales story and blank price space for your own 
fill-in. , 

You get three new No. 79 Millers Falls Hack 
Saw Frames, strong, well-finished, with extra 
heavy backs, improved clips and studs for close 
blade alignment and proper tension, and trans- 
parent, red, unbreakable Permaloid plastic han- 
dies; complete with Tuf-Flex blades. 

Total list price, subject to your usual discounts, 
is only $7.50! 


ASK YOUR JOBBER NOW! 


Your jobber either has or can get for you this 
Hack Saw Deal. Phone or write him today, or 
write Millers Falls direct, giving your jobber’s 
name and address. 
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PAUL E. HELLER, 
president and chairman of the 
board of directors of Heller 
Brothers Company, Newark, 
N. J., manufacturers of files, 
rasps, tools and steel, has just 
completed a half century in 
the hardware business, all of 
which has been spent with a 
single company, which was 
established by his grandfather 
103 years ago. Mr. Heller, 
who is 70 years of age, was 
born on Feb. 6, 1869, and en- 
tered the employ of Heller 
Brothers Company on Oct. 1, 
1889. He has served 50 con- 
secutive years with the firm. 
Mr. Heller was the first secre- 
tary of the File Manufacturers Association of the U. S. A. 
and was a colonel on the staff of Governor A. Harry 
Moore of New Jersey. In 1935 he was elected president 
of the New Jersey Senior Golf Association and still 
retains that office. He is the only member who has 
retained the office for more than a single year. Mr. 
Heller’s hobbies might be said to be two-fold, in the fields 
of business and recreation. In business he is interested 





PAUL E. HELLER 
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Hardware Age 
Fifty Year 
Club 


in creating new and useful ideas, many of which have 
been covered by valuable patents. Golf, fishing and hunt 
ing are also classed among his hobbies and he is also 
a lover of good music. 


CHARLES A. ATWA- 
TER, office salesman and 
compiler of catalogs for Bar- 
ker, Rose & Kimball, Elmira, 
N. Y., wholesale hardware dis- 
tributors, has just completed 
51 years in the hardware busi- 
ness, all of which have been 
spent with the same organiza- 
tion. Mr. Atwater, who is 68 
years of age, was born Decem- 
ber 20, 1871, and entered the 
employ of the firm, which was 
then known as Barker, Rose & 
Gray, in September, 1888, 
shortly after his graduation 
from the public schools of EI- 
mira. His first position was 
that of general helper and 
office boy. He spent about 12 years in the store and ap- 
proximately 20 more on the road as traveling salesman 
before he assumed his present position. During Mr. 
Atwater’s business lifetime the name of the firm has been 
changed three times. As has been previously stated it 
was Barker, Rose & Gray until 1897 when it was changed 
to Barker, Rose & Clinton. The present name was adopted 
in 1928. Mr. Atwater’s service has been practically con- 
tinuous with the exception of a seven-month period when 
he was in the Army during the Spanish-American War. 
He has spent 23 years in the National Guard of New 
York, both as enlisted man and commissioned officer and 
is a past commander of the Knights Templars. His 
hobbies are Masonic work and golf. 





C. A. ATWATER 
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made in retailing through turnover. 
We do believe, however, that retail 
hardware merchants should buy sea- 
sonable merchandise far enough in 
advance of the season to insure de- 
livery. Another very important mat- 
ter is collection. Many hardware 
dealers today are carrying on their 
books accounts receivable that were 
created in 1929. With the slack in 
unemployment rapidly being taken 
up and with higher prices being 
paid, we believe retail hardware mer- 
chants should start now to collect 
these old past due accounts and be 
exceedingly careful in extending 
credit in the future.” 





C. M. McClung & Co. 


KNOXVILLE, TENN. W. M. Bonham, 
president, states: “The trend of 
prices is, of course, upward. Our 
policy with reference to customers 
in this market is to protect them all 
we can in line with our own stocks 


A new and revolutionary develop- 
‘ment in grain scoops which is 
meeting with instant approval 
wherever it is shown. Here are the 
outstanding features of the Rivet- 
less Socket Grain Scoop. 


1. Smooth socket—Elimination of 
rivets from the socket makes it 
possible for the user to slide hand 
over socket without encountering 
sharp or rough edges. 

2. Less possibility of handle break- 
age at socket. Handles which are 


not bored are approximately 12% 
stronger than those bored for rivets. 


















Current Price 'T rends 
as reported by Hardware Wholesalers 


(Continued from page 49) 


and with the protection we have 
from manufacturers. There is a dis- 
position, however, on the part of 
some manufacturers to advance with- 
out notice. We are not blaming the 
manufacturers, as there are usually 
conditions they have to face making 
this necessary.” 


Wimberly & Thomas Hard- 
ware Co., Inc. 


BinMINGHAM, ALA., E. E. Gibbs, 
purchasing agent writes: “We are do- 
ing considerable forward buying al- 
though rather conservatively but we 
are going to endeavor, and we be- 
lieve everyone should endeavor, to 
sell the merchandise we buy based 
on replacement cost whenever pos- 
sible since we will be forced to re- 
duce prices when the market de- 
clines which will surely take place 
when the European trouble is over 
and we are going to have an inven- 
tory loss at that time.” 


(PATENT 






Smooth surface 


socket 




















Back view of the ABW 
Rivetless Socket Grain Scoop 


Atk Your Jobber 


Weakley-Watson-Miller 
Hardware Company 


Brownwoop, Texas, W. Lee Wat- 
son states: “We are attempting to 
protect our dealers against price ad- 
vances as they occur, to the extent 
of our ability. 
come immediately, as the change in 
ammunition last week; there we can 
only protect our dealers subject to , 
stock on hand. Theoretically, we 
would all be better off if all price 
changes became effective at once, 
with no protection to either jobber 
or dealer. On the other hand some 
changes have been announced for 
future date, for instance, brass 
plumbing goods. Here we are able 
to give the dealers more protection.” 


Some changes have 


The Bronson & Townsend Co. 

New Haven, Conn., Walter W. 
Bronson states: “In a general way 
we expect to give our customers a 
chance to cover themselves on mer- 
chandise as it advances, but in cer- 
tain cases where we cannot have this 
privilege ourselves with our many- 
facturers, price changes may be put 
into effect immediately. We are urg- 

(Continued on page 92) 


PENDING) 





3. Handle securely fastened to 
scoop by a rivet at the frog. Back 
of socket is welded to approxi- 
mately 2” from top. End of handle 
is reinforced with steel, which 
makes it impossible for rivet to 
spread or pull loosé when scoop 
is subjected to shoveling strain. 


4. The lower end of handle is 
covered with a metal cap which 
protects handle and adds to ap- 
pearance of tool. 


5. Rehandling can be easily ac- 
complished by removing head of 
rivet and extracting. 





a om ae od .<@) OR OF On B- 
Shovels © Spade 


Hoe 


AMES BALDWIN WYOMING CO. 


PARKERSBURG, W. VA. + 
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NORTH EASTON, MASS. 















FOR RETAIL 
HARDWARE 


New and Improved Merchandise—Display Helps—Sales Literature— 
Window Trims—New Packages—New Colors—Catalogs 


Window Seat 


“Sil Seat” made of five-ply plywood, 
specially treated so it won’t warp or 
crack. Metal sides supporting back are 


Je 











16-gage cadmium steel and will not rust. 
Riveted throughout. Has safety chan- 
nel, adjustable bar and thumb nut 
which locks seat securely. Seat is 14 
in. wide, 18 in. long. Back is 7% in. 
high and folds down when not in use. 
Maker states it is absolutely safe for any 
weight up to 1,260 pounds. Packed in 
individual cartons. Dealer’s price, $15 
per doz. f.o.b. The Sil Seat Mfg. Co., 
6408 Euclid Ave., Cleveland, Ohio. 


Gas Range 


“Savoy”—Model 346—Features: cast 
iron, steel girder construction; floating 
porcelain enameled parts for beauty; 
top burners, four double-duty speed 
Harper die cast 


simmer aluminum 
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burner; latest improved low tempera- 
ture oven burner said to maintain oven 
temperature as low as 200 degrees 
Fahrenheit; folding cover top, porcelain 
enameled, and which when in upright 
position makes an attractive and efficient 
splasher back; modern cast iron and 
porcelain enameled top burner grids, 
will support smallest utensils; one-piece, 
marbleized porcelain enameled bowls 
direct heat against bottom of utensil; 
porcelain enameled drip tray; large 16 
inch oven, heavily insulated on all sides, 
porcelain enameled oven linings and 
oven bottom, to Eberized heavy non-tilt 
oven racks; Robertshaw oven heat con- 
trol; drop-door broiler drawer, moves 
in and out on roller bearings; heavily 
insulated porcelain enameled broiler 
compartment permits broiling with door 
open; two utility drawers; hardware, 
chrome handles with white base posts. 
Optional equipment includes iamp, elec- 
tric clock, minute minder, and condi- 
ment set. Zhe Moore Corp., Joliet. Til. 


Auger Bit Display 





For tables and wall panels. Display 
is all metal, finished in black and green 
on a white background. Holds 13 bits 

one each of all sizes by sixteenths 
from one-quarter inch to one inch in- 
clusive. Above each bit size appears 
in white circle. Size of circle indicates 
diameter of the hole each bit will bore. 
Two bits hang by shanks from a slotted 
ledge and are easily removed or re- 
placed. Two metal standards with 
screws and wing nuts are supplied to 
complete the display. Display is free. 
Irwin Auger Bit Co., Wilmington. Ohio. 


Lawn Mower Display 


“Trophy” Tree point-of-sale lawn 
mower display is all metal and presents 
a mass display of nine mowers in a 5%4- 





foot circle. Besides saving floor space, 
it elevates the mower to a better height 
for customer attention and appeal. 
Mowers are easily removed for demon- 
stration. Entire display revolves on 
casters. Any size mower may be shown. 
Display has literature pockets and an 
8-point sales card. Eclipse Lawn Mower 
Co., Prophetstown, III. 


*“Kompact” Stylo Oiler 

Oil is applied cleanly and conveniently 
to any surface by placing the stylus on 
the surface to be oiled and pushing on 
the housing. Suitable for household use, 
typewriters, locks, small motors, hinges, 
door checks, clocks, watches, guns, 
vacuum cleaners, home workshops, etc. 
J. A. Honegger and Associates, 223 
Spruce St., Bloomfield, N. J. 
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**Shelvador” Models 


Two new shelvador models have been 
announced. Both models have six 


cubic-foot capacity and list at $99.50 
and $114.50 respectively. 


They have a 











shelf area of 12% sq. ft.; five extra 
shelves in the door and capacity for 
freezing 70 ice cubes or 7.2 Ib. of ice at 
one freezing. They have one wide shal- 
low and one deep narrow tray for quick 
freezing of desserts. Steel cabinet is 
electrically welded in one complete as- 
sembly and finished in durable Dulux. 
Rock wool insulation is sealed-in. The 
Leader 6 model, listing at $99.50 does 
not have an interior light or an evap- 
orator door. Similar to this model is 
the Champion 6 model, listing at 
$114.50, which has a heavily porcelain 
enameled food compartment with acid- 
proof bottom, an automatic flood light 
and hinged door to the ice cube com- 
partment. Crosley Corp., Cincinnati, 
Ohio. 


Rebuilt Gas Engine 


Cylinders rebored and honed to mi:- 
ror finish; new pistons, rings and pins 
installed; connecting rods rebabbitted; 
crankshaft reground and fitted with 
new main bearings and new timing gear. 
Head completely reconditioned; valves 
refaced and reseated; rocker arms re- 
ground; tappets adjusted; water pump 
rebushed and repacked. Has rebuilt 
Delco Remy starter and generator. Chev- 
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rolet clutch rebuilt—hand lever control. 
Finished in tractor orange. List price 
$195.00 f.o.b. Precision Screw & Motor 
Products Co., Lorain, Ohio. 


Pocket Flashlight Display 


This complete, compact pocket flash- 
light department includes four styles in 
every display and the four-color display 
is free with every dozen. Display is 


1314 in. wide at base by 11 inches high. 





It can be set on counter, in window or 
tacked upon the wall. Micro-Lite Co., 
Inc., 45 W. 25th St., New York City. 


Aluminum Step Ladder 


Light weight—especially designed for 
use in retail stores, filing rooms, offices, 
etc. This ladder has a six-inch step to 
provide ample standing room for the 





foot. Platform is 14 in. by 16 in. and 
like the step, is corrugated to prevent 


slipping. Has no sharp corners. One- 
step ladder, No. 700, shown, is 20 in. 
high and weighs 11 lbs. The two-step 
ladder, No. 701, is 30 in. high and 
weighs 16 lbs. Both models are equipped 
with rubber feet to prevent slipping and 
sliding or marring polished floors. They 
are easily cleaned with soap and water. 
Aluminum Ladder Co., 169 Adams St., 
Tarentum, Pa. 


Bathroom Booklet 


“How to Plan the Bathroom You've 
Always Wanted,” is the title of a 16- 
page, four-color booklet issued by the 
Crane Co., 836 S. Michigan Ave., Chi- 
cago, Ill. It is elaborately illustrated 
and arranged to make its suggestions 
interesting, easily understood and 
adopted. 





Hog Feeder—Oiler 


This canopy oiler raises and lowers 
and may be adjusted to prevent sows 
from feeding. Feeder revolves and rocks 
while hogs are feeding. Said positively 





to feed down any type grain, ground 
feed or concentrates. Flow of feed into 
feeding area is regulated by crank ad- 
justment which is said to supply a 
steady flow of feed as long as any feed 
remains in hopper. Has metal floor in 
feed trough and weather-tight removable 
Oil capacity is approximately 
1% gallons and may be filled with waste 
oil from car or tractor. Oiling unit is 
of the two-ply canopy type. Fits around 
the feeding hopper and serves triple 
purpose of oiler, feed agitator and feed 
shelter. Feeder and oiler is of all-steel 
construction with no parts to get out of 
order. Creosoted platform to which it 
is attached is four feet square. Auto- 
matic Washer Co., Newton, Iowa. 


covel. 


Oil Heater Line 


Universal radiant-circulating oil room 
heaters also provide continuous hot 
water. In this heater no wicks nor 
leveling is necessary. Maker claims a 
new burner development—a patent 
down-draft preheating duct mixes super- 
heated air with the oil vapor to form a 
highly combustible oil-gas. In place of 
perforated sheet steel sleeves a high 
heat-resistant cast iron is used which 
maker says can be guaranteed for five 
years. Company states heater is en- 
tirely filled with flame, so that heat is 
radiated from entire surface of heater, 





giving more heat directly to the room 
from a given quantity of oil. Universal 
Utilities, Box C-41, Crestline, Ohio. 
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“Savoil” Oil Heaters 


Cabinet type available in single and 
double burner models, and double 
burner combination heater-cooker type. 
According to the manufacturer, tests 





found the one-burner model capable of 
heating 1500 cubic feet, while the two- 
burner model was found to heat 3000 
cubic feet. Single burner operating full 
flame is said to consume only four quarts 
of oil in 15 or 16 hours—operating at 
average heating flame, only four quarts 
in 20 to 24 hours. United Stove Co., 
Ypsilanti, Mich. 


Axe Display 


In this axe display package, a “trap” 
a sealed corrugated board box open 
at each end—is used to hold and pro- 
tect the bits of three axes. When the 





display is set up, as illustrated, two of 
these units are nested in it—the seal 
broken to permit the customers to lift 
out the axes. The bits, however, are 
never exposed while axes rest in the 
display. Weight of axe heads gives sta- 
bility to corrugated board display. Red, 
yellow, and black is color scheme with 
manufacturer’s selling message worked 
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into the design. Shipping problem is **Superlite” Display Material 
overcome by using a stout box in which 
the heads of three axes are placed at 
one end; three at the other, with the 
folded display stand fitting into the 
space between the axe handles. Fayette 
R. Plumb, Inc., Philadelphia, Pa. 


“Superlite” window display material 
calls attention to national advertising; 
soft, gentle light with “light condition- 
ing in the bulb itself.” Dealers are being 


Barometric Draft Control 


This six-inch Type “V” field baromet- 
ric draft control is confined in use to 
vertical pipes. It is equipped with side 
wings to allow the opening in the con- 
tro: to increase more uniformly and thus 
to provide a more accurate control of 








urged to tie-in their stores with this sell- 
ing drive by availing themselves of the 
free newspaper mat service, point-of-sale 
display material; special display racks, 
envelope stuffers, and other sales-mak- 


draft. Adjustment is provided for three ing dealer heips offezed by the company. 
draft settings—high, low, and medium. Wabash Appliance Corp., 331-335 Car- 
Conco Engineering Works, Mendota, Ili. roll St., Brooklyn, N. Y. 


satin brass finish, clear lacquered, all 
brass pin tumbler mechanism, hardened 
steel cadmium plated shackle. Can be 
furnished keyed alike or master keyed. 
Two nickel silver keys to each lock. The 
company also announces two display 
panels, one showing four padlocks, the 
other eight. Both include several of 
the new numbers mounted with others 
taken from Corbin’s padlock line. 


Corbin Padlocks 


Corbin Cabinet Lock Co., New Britain, 
Conn., has added new padlocks to its 
line. They are: Nos. 9903 and 9904 to 
retail at 10 and 15 cents respectively; 
No. 9966 to retail for 75 cents and a 
new extruded metal padlock, No. 291A, 
to retail for $1.00. No. 9903 is 1% in. 
wide, of rustless die cast metal, ward 
mechanism, nickel plated steel shackle, 
two flat steel nickel plated keys. No. 
9904 is of rustless die cast metal, cad- 
mium plated, ward mechanism, cadmium 
plated steel shackle, two flat steel nickel 
plated keys. It is 1% in. wide. No. 
9966 has a solid rustless die cast body, 
satin white metal finish, pin tumbler, 
double locking feature, hardened steel 
cadmium plated shackle. Can be 
furnished keyed alike or 800 changes 
master keyed. Two nickel silver keys 
to each lock. No. 291A is 1% in. wide. 
Body is one piece extruded brass; bright 
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Ladder Construction 
The W. W. Babcock Co., Inc., Bath, 


N. Y., has announced an improvement 
in construction which applies particu- 
larly to extension and single ladders. 


i 
} 






































The improvement consists of tying all 
four corners of every extension and 
single ladder with cadmium-plated steel 
rung braces. This feature is said to 
add rigidity and long-life to the ladder. 





Steel Coal-Heat A.C. Units 


These new steel coal-heat winter air 
conditioning systems are available in two 
price ranges and sold under the trade 
names “Rudisteel® and “Rudico.” The 
former are inclosed in baked green 
satin krack enamel casings and are 
equipped with standard Rudy blowers. 





Vaporator humidifier is optional equip- 
ment. These units have direct fire 
dampers, dual flue outlets, steel air 
baffles and diffusers, and triple layer 
air cell asbestos insulation to protect 
the cabinet where baffles end. Blowers 
are constructed to permit circulation 
of cool, filtered basement air in summer. 
“Rudico” units are small, competitively 
priced and have single flue outlets. A 
triple layer asbestos liner replaces steel 
baffles on these units. The Rudy Fur- 
nace Co., Dowagiac, Mich. 
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YOU KNOW HOW TRAPPERS 
ARE... ALWAYS SWAPPING 
STORIES AND ADVICE... LOOKING 
FOR NEW IDEAS ON HOW TOCATCH 
MORE FUR. WELL, THAT'S My 


BUSINESS, | TALK TO THEM, STRAIGHT 
FROM THE SHOULDER, THROUGH 


2 "7 LEADING 
FARM 
MAGAZINES... 












_. AND 
BIG SPORTING 
MAGAZINES 


1 TELL THE MEN AND BOYS WHO BUY TRAPS RIGHT IN 
YOUR STORE, THINGS THEY WANT T6 KNOW... ABOUT THE 
NEW DELAYED ACTION STOP LOSS GUARD... ABOUT THE 
WIDE SPRING VicTor. THEYE( LISTEN T6 THEIR GLD 
FRIEND BUCK... AND BUY VICTORS AT YOUR STORE 
ANIMAL TRAP COMPANY OF AMERICA - LITITZ, PENNA. 


It jpay4 to sell 


ONEIDA VICTORS 


The TRAPS that trappers know 





81 





regular 25¢ tube, to 
hardware retailers | 


FREE / 





PROVE MY UNIVERSAL 
STRENGTH IN YOUR 
HOME OR 
STORE! 














ON’T take our 
word for it. Ce- 
ment wood, canvas, 


paper, fibreboard...to metal, plaster 

..even glass! Prove for yourself the 
greater strength of this new kind of 
cement that combines casein for hold- 
ing-power...and rubber to absorb 
jolts and expansions that crack ordi- 
nary “brittle” cements. 





To answer customers’ “fix-it” problems .. . 
point out this CASCO demonstrator (at left) with 
cork, wood, felt, linoleum, permanently CASCO- 
cemented to bare metal. 

Demonstrator and supply of counter folders 
FREE with two 6-tube cartons. Deal costs you $2. 
Cement sells for $3 (25c a tube). You make 334% 
profit. Metal demonstrator supply is limited. Order 
now from your jobber. 


Now—A CASCO adhesive for every purpose... 
CASCO FLEXIBLE CEMENT — for all household 
pasting and cementing. 

CASCO POWDERED CASEIN GLUE — for all 
heavy-duty wood joints. 


MAIL THIS COUPON TODAY 


Fill out coupon or write us on your busi- 
ness letterhead. Get a free, full size tube 
by return mail. 
cc —_— eee 
Casein Company of America, Dept. HA 105 
350 Madison Ave., New York City 


O. K., U1 test a tube for myself. 


My name 





Store name. 





Address 
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Twodrain Channel Roofing 


“Perfect Lap” feature on the end 
forms a storm-tight seal which defies 
weather conditions, according to the 





manufaciurer. High grade, corrosion- 
resistant, galvanized metal used in this 
roofing is said to shed the water as fast 
as it falls, while the Twodrain channel 
feature on the side of the roofing checks 
the syphoning of water. Channels carry 
away water before destructive syphoning 
can begin. This roofing can be grounded 
to protect buildings from electric storms. 
Vilcor Steel Co., Milwaukee, Wis. 


“Master” Ironer 


Streamlined in design, it is equippe1 
with a full 21-inch free roll. Equipped 
with automatic thermostatic control and 





y 


ININGS JUS! 
L AWAY | 








Operation is simple 
with convenient elbow control which 
allows freedom of both hands. Sug- 
gested retail selling price, $34.50. A 
continuous, self-demonstrating store dis- 
play is available. Armstrong Products 
Corp., Huntington, W. Va. 


red safety light. 


Motion Picture Camera 


The Revere Super Eight is an 8 mm. 
motion picture camera. It is equipped 
with the F 3.5 Wollensak lens and 
built-in view finder. It has speeds from 
8 to 32 frames per second, and is light 
and balanced in weight. Film used in 





this camera is said to have so fine a 
grain that pictures larger than ever be- 
fore possible with 8 mm. film can be 
projected without losing brilliancy and 
sharpness of detail. Film retails for 





$1.35, including cost of developing. 
Revere Camera Co., 320 E. 2lst St., 
Chicago, Tl. 


Stainless Steel Numbers 


Made of stainless steel “Ludlite” 
which has a water-proof backing mate- 
rial to give the thin, highly polished 
stainless steel, sufficient thickness to be 
used for architectural purposes, these 
numbers and letters may be applied 
with a special waterproof adhesive to 
any smooth surface. Maker states that 
glass, marble, smooth brick or tile, con- 
crete, wood or metal, exposed to weather 
can be decorated with these letters and 
numbers with assurance that they will 
not come off. Packed in display con- 
tainers of 120 letters in the correct 
assortment, or 120 number from one to 
zero. Each display container carries its 
own supplies of adhesives in tubes made 
for this particular purpose. Letters and 
numbers also available in larger sizes 
than the three-inch, illustrated. Stain- 
less steel screws or escutcheon pins may 
also be used to apply the stainless steel 
characters. Perker Products, Inc., Cleve- 
land, Ohio. 
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Finish for Heaters 


“Vitrolain”—said to combine best 
features of porcelain and crystalline fin- 
ishes. Maker states ‘Vitrolain” is a per- 
manent finish that will not be damaged 





by high heat or rough treatment. It is 
burned into the metal at 1600 degrees. 
All of Renown’s Triplex heaters ave 
made in this finish. Other features of the 
Triplex line are the dual chamber “Val- 
jean” burner, with quick-lighting steel 
bott-m; heat amplifier with starting 
slots, and “no draft” bottom. Radiant 
as well as circulating heat is given off 
by these models, both regular and con- 
sole cabinet styles. Renown Stove Co., 
Owssso, Mich. 


Norge Washers 


“Steri-Seal” offezed in five models, 
covering wide range of capacity, price, 
and _ variety of, equipment. Company 
states the “Steri-Seal” line, because of a 
“Steam-Sealer” between the tub and its 
pressed steel cover, provides cleaner 
clothes, better preservation of whiteness 
or color, and a minimum of wear during 
washing process. Agitator furnishes 
cushioned water action, a gentle down 
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and over action that forces soapy water | 
through the clothes and flushes out the 
dirt. Agitator is coated with new finish 
to give it a satin-smooth surface and 
to render it impervious to oxidization 
and alkalies. Transmission is sealed in 
a permanent bath of oil and should not 
require attention for at least five years 
of ordinary home use. It is mounted 
on a rigid, girder-type chassis to insure 
quiet, vibrationless operation. Motor is 
\%, hp Norge Division, Borg-Warner 
Corp., Detroit, Mich. 


Automatic Air Valve 
“Airliner” said to provide quick vent- 
ing without hissing; to prevent steam 


from escaping; to prevent spurting or re ’ >. 


spitting. Has powerful vacuum seal, a | 'S 


GREY! 





HOUNDS 





Such Master-perfected features as multi- 
| spring lever security . . . manganese steel, 
self-locking, spring tension swivel shackle 
. . . and nickel-plated, milled keys give 
these cadmium-rustproofed, wrought steel 
| locks quality far in excess of the prices 
| asked . . . identify your store as “‘extra- 
value” headquarters. 


ORDER FROM YOUR JOBBER 


10¢ Retail 
» No. 44 


114" Case 


9 Key Changes 




















result of large bellows used to close 
valve under vacuum. Adjustment is 
provided at top of the valve for setting 
it to different venting rates. Jas. P. 
Varsh Corp., 2073 Southpor Ave., Chi- 
cago, Ill. 





Bm 15° Retail 


““Broil-O.Mat” | 
m No. 99 
l Case 


12 Key Changes} 


| 
| 
| 
| 


No. 99 


1''/1e' Case 





Combines features of an_ electric : 
broiler and a table service. A lift of 12 Key Changes 
finger places the electric unit in broil- 
ing position, adjustable to various 
heights automatically. Has _ radiant 


heat reflector to assure quick broiling. Master Jock (Co. 


Cast aluminum platter makes it possible Worlds Langest Excludive Padlock Manufactunerd 


to serve meats broiling hot. Made in 
two sizes. Rival Mfg. Co., 307 West- MILWAUKEE, WIS., U.S.A. 


port Road, Kansas City, Mo. 
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TOOLS THAT 


STAY 


SOLD.... 


Many factors may 
sell tools ... but 
only Quality can 
keep them sold. 
Only Quality can 
maintain contented 
customers — and 
bring them back 
for more. Why 
jeopardize good will 
with “second- 
choice” cutting tools, 
when a complete 
Morse stock makes 


you sure? 


Good business is 
founded on good 
business. When you 
stock Morse, you 
can say, “The Best” 


—and mean it! 








TWIST DRILL AND 

MACHINE COMPANY 

NEW BEDFORD, MASS., U.S.A. 
MEW YORK STORE: 130 LAFAYETTE STREET 




















CHICAGO STORE: 570 WEST RANDOLPH STREET 
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Cory Glass Filter Rod 


The original Cory glass filter rod in- 
troduced in 1938 was designed for brew- 
ing tea in coffee makers of the vacuum 
type. It was also suited to b-ewing 
coffee without metal contact. The new 
and improved Cory rod, entirely of 
glass, has had its angle of filtering 
changed; the filtering surface has been 
increased; weight has been somewhat 
increased, and other structural refine- 
ments made. The result, the manufac- 


YW! Faster! 





FOR SPEEDY GREWING 
OF DELICIOUS TEA 
AND COFFEE 


REPLACES FILTERS 
USING METAL, SUCH 









turer states, is a rod improved in speed 
and filtering efficiency. The new rod 
is designed to fit most of the existing 
models of glass coffee makers and 
brews coffee or tea without the use of 
filtering paper or cloth. List price is 
50 cents. Glass Coffee Brewer Corp., 
325 North Wells St., Chicago. 





Ice Cube Container 


This gracefully shaped chromium 
bowl with ivory molded metal handles 
and cover knob retails for $8.95. Its 


“Thermos” brand vacuum-glass insulated 





filler of approximately two quarts ca- 
pacity keeps shaved or cracked ice or 
ice cubes unmelted for hours, according 
to the manufacturer. In addition, it 
may he used for serving salads and 
other cold foods. The American Ther- 


mos Bottle Co., Norwich, Conn. 





Retail Delivery Units 


Two new delivery trucks equipped 
with new all-steel streamlined Metro 
bodies and designed for multi-stop de- 
livery have been announced by the /n- 
ternational Harvester Co., 180 N. Mich- 
igan Ave., Chicago, Ill. They are the 
one-half ton Model D-2-M and the three- 








quarter ton D-15-M. Each is available 
in 102 and 113-inch wheelbases respec- 
tively for 7-foot 9-inch and 9-foot 6- 
inch bodies. Respective capacities are 
225 and 280 cubic feet. Make: states 





advantages of these units are: low 
operating cost; increased payload space 
with minimum overall vehicle length; 
ready load accessibility; greater driver 
comfort and convenience; distinctive 
appearance. Units also lend themselves 
to mobile merchandise display and 
demonstration purposes. 


G-E “Treasure Island”’ 


For displaying small appliances of the 
G-E line in either floor or window. Dis- 
play is sturdy and easily assembled. 
Made of plywood, it requires only 5.6 
square feet of space. It features appli- 
ances such as midget radios, clocks, 
heating devices, etc. In certain adver- 
tisements it will be identified as the 


focal merchandising point for a_par- 
ticular month, instead of a range, re- 
frigerator, etc. With a little additional 
decoration it can be made to tie-in with 
the holiday season. General Electric Co., 


Schenectady, N. Y. 
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All-Purpose Range 


Made to burn two kinds of fuel. 


Range is small and compact. It has 415 
square inches of cooking surface heated 
by three instant lighting “Band-A-Blu” 


burners that will accommodate large 
cooking utensils. Built-in oven will ac- 
commodate all ordinary baking and 
roasting pans. Oven is insulated with 
spun glass; has heat indicator on oven 
door and has aluminized steel wire racks 


Table Top Electric Cooker 
Construction is patterned after con- 
ventional kitchen range. Cooker is 
sturdy, attractive and durable. Body is 
of high-tempered alloy steel finished in 
heat-resisting enamel. Top is of Endu:o 
stainless steel. Heating coils are em- 
bedded in solid steel rock with nickel- 





which automatically lock in channels 
so that they may be pulled out full 
length to make a handy shelf. Three- 
qua:t capacity fuel tank is of rust and 
corrosion proof Everdur metal. Fuel 
tank is removable so that it may be 
easily and conveniently cleaned. Range 
makes and burns its own gas from any 
good grade of untreated gasoline but 
may also be equipped to burn bottled 
gas with a simple and easy change that 
can be made in two minutes. Range 
available in two models. The Coleman 
Lamp and Stove Co., Wichita, Kan. 


Wick Strips 


“Kwik-Lite” asbestos oil bu:ner wick 
is now furnished in custom-cut strips of 
the correct widths for each type of 
burner. Twelve strips are packaged in 





an attractive three-color carton. Asbestos 
Textile Co., Inc., 165 W. Wacker Drive. 
Chicago. 


chromium element wire, steel casing and 
eliminate 
danger from shock or burns due to ac- 
contact. Eight 
available; four with two burners and 
four with single burner, heat 
from 


chemi-rock encasement to 


cidental models are 


stages 


ranging one to four. Samson- 


United Corp., Rochester, N. Y. 
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BIGGEST 
PROFITS FOR 












| These time - saving 

+ | airt-chasing - 

~ 1 ters pull prospec “ 

; increase you 
profits. 





SINGLE TUB 


Attractive models with 
higher washing efficiency at 
popular prices. 









DEXTER BUILT 
WRINGERS 


Rust-proof east 
aluminum with Ex- 
elusive features tor 
safety and eonve- | 
nience. 


















GIVE MORE AND 
YOU'LL SELL MORE 


Dexter gives your customer 
more value for his dollar, 
longer 


quicker washing, 


service. Dexter gives you 
proven sales assistance, ad- 
vertising help and 100% 
co-operation. Let us work 
with you to overcome com- 
petition and make more 
washing machine money. 
Write today for exclusive 


agency proposition. 


THE DEXTER COMPANY 


FAIRFIELD, IOWA 








From the Same 


DEPENDABLE 


SOURCE 






Now Comes 


U.S. Awl 


U. S. Poultry Nettings—the fabrics with 
the original lock-twist weave—have set 
the standards of value for more than a 
quarter century. Today, as in the past, 
U.S. STRAITLOK and U.S. HEXLOK 
maintain their acknowledged leadership 
because of their correct design, their 
smooth, uniform weave and their remark- 
able all ‘round superiority. 

Now, the makers of U. S. Poultry Nettings make 
another outstanding contribution to the trade— 
U.S. 4 in |, the straight-line netting with the 
graduated mesh. U. S. 4 in | provides chick-tight 
protection at a new low cost. Openings are gradu- 
ated from §-inch at the bottom to 2 inches at 
the top. 

Investigate this new, economical, fast-moving poul- 
try fabric! Like its companion products: U. S. 
STRAITLOK and U. S. HEXLOK, it rolls out 
flat, cuts easily and without waste, stretches per- 
fectly, gives dependable, satisfactory service. 

U. S. Poultry Nettings are made of COPPER- 
BEARING Steel and heavily galvanized. Furnish- 
ed in standard heights, galvanized before or galvan- 
ized after weaving. 

Ask your jobber or write direct for further infor- 
mation about this remarkable and complete line 
now available from one dependable source! 


INDIANA 


STEEL & WIRE CO. 





86 








Westinghouse Washer 


“Emperor”—features time dial that 
shuts off washer automatically at the 
end of a predetermined period and thus 
eliminates guessing and clockwatching. 








Timer is marked in spaces of one min- 
ute each up to 15 minutes. It also lists 
correct washing time for every type of 
fabric. Other features: “Select-O-Press” 

a wringer pressure device to provide 
the right pressure for every fabric; au- 
tomatic roll stop checks wringer action 
instantly so that “tanglers” can’t wrap 
around the rolls and snarl up wringer 
traffic. Foot pedal used to start the tur- 
bulator. This new turbulator is said to 
create a non-tangling washing action 
and is made of smooth Lynite with four 
upper wings and four lower wings, mul- 
tiple ribs and perforations. Flanged 
bottom of turbulator turns in a fitted 
recessed ring in the bottom of the tub. 
Slight vacuum created is said to draw 
dirt particles, grit and free sediment in 
this “sediment zone” preventing their 


Stevens Guns 


No. 530M—a double barrel shotgun 
with stock and fore-end of Tenite. Ham- 
merless action; rugged lock-up; coil 
springs; fast hammer fall; positive ex- 
traction. Maker states design of frame 
prevents powder residue from blowing 
back into action. Length of stock is 
14 in., d-op 2% in. In 12, 16, and 20 
gage. Suggested retail selling price, 
$21.50. No. 22—410 over and under 





recirculation during the washing opera- 
tion. Westinghouse Electric and Mfg. 
Co., Mansfield, Ohio. 


White Lead Paint Booklet 


“What to Expect from White Lead 
Paint” is the title of an illustrated, free 
booklet issued by the Lead Industries 
Assn., 420 Lexington Ave., New York 
City. Using a minimum of technical 
language, it tells what pure white lead 
paint is and what service may be ex- 
pected from it and why. Featured also 
is simplified white lead painting guide 
for computing amounts of paint ingre- 
dients needed and easy mixing instruc- 
tions for painting all surfaces. Reader is 
shown how to tint pure white lead to 
any desired shade or color. 


“Topsy” Top-Seat Valve 


Body made of square brass rod, raised 
valve seat or orifice, stamped rocker. 
two brass washers, lock-nut, brass tube 
nut and sleeve, packing, cotter pin. 
Orifice is easily cleaned in place by 
withdrawing cotter pin which removes 
rocker, rod, and float assembly. Design 
permits orifices of various sizes adapi- 
able to a wide range of capacities and 
pressures. Interchangeable gaskets adapt 
“Topsy” to control of various fluids at 
various temperatures and pressures. 
Light, sensitive rod and solderless cop- 
per float. Position of float determined 


TOPSY 


TRADE MARK 






TOP-SEAT 
VALVE 






by locking assembly, consisting of stain- 
less steel bolt, brass wing-nut, and 
roughened friction surfaces. Air Con- 
ditioning Supply Co., 4060 Superior 
Ave., Cleveland, Ohio. 





rifle and shotgun; .22 cal. rifle barrel: 
410 bore shotgun barrel. Take-down 
single trigger. Has low rebounding 
hammer; separate extractors. Top lever 
operates either to the right or left to 
open action. Over barrel—..22 long 
rifle for regular high speed cartridges. 
Also, .22 short or .22 long may be used. 
Under barrel; .410 bore, chambered for 3 
in. shells. Suggested retail selling price. 
$12.85. Savage Arms Corp., Utica, N. Y. 
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STEP UP 





with 
CARLTON 
WARE 


You will find Carlton Stainless Steel Ware a satis- 
factory line to handle, for every sale nets a sub- 
stantial profit. Women are attracted by the smart 
design and the finer finish inside and outside that 
makes these utensils so easy to clean. Profit by the 
trend to stainless steel. Order Carlton Ware of 
your jobber today. 


The Carrollton Metal Products Co. 


Carroliton, Ohio 





CHROMIUM 
AND NICKEL 


STEEL WARE 


CARLTON 


STAINLESS 








Your Profits 




















—if you advertise in newspapers 
you should see the 


Economist Hardware Mat Service 


This service gives you mats of illustrations drawn by leed- 
ing artists. 

Each issue is caretully merchandised to cover seasonal pro- 
motions, with well written copy and layouts. 

Plenty of hand-lettered headings and borders, as well as 
small "spot" cuts, and photos! 

If you are ready to advertise for increased business, this 
service can be useful to you. 


Executives: write for sample proof book on 
your company letierhead, stating your title. 


VINCENT EDWARDS & CO. 


World's Largest Advertising Service Organization 


342 Madison Avenue New York City 















SN 


COLUMBIAN 


Tane-Marhed ROPE 





Rope is made, uses only controlled quality fibre which is water 
proofed and lubricated by the exclusive Columbian process. 
This is’ but typical of the care that is taken in every operation 
to make Columbian Rope as good as rope can be made. 


COLUMBIAN ROPE COMPANY, AUBURN, ‘The Cordage City’ N. Y. 
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—the Chore Girl 
national advertis- 
ing does a heavy 


job in the rural and 


yh 


@ This fall, attractive sure-to-be-seen Chore Girl advertisements 


small-town market. 






















in many greet rural and small-town magazines tell 5 out of every 
7 families about the convenience and economy of the Chore Girl. 

Tie in with their advertising by displaying the Chore Girl in 
the four color, eye catching counter display. Experience proves 
that a Chore Girl displayed is a Chore Girl sold! 

Remember—the Chore Girl is sold through legitimate trade 
channels—never through canvassers, church bazaars or known 
price cutters. 

Order a stock now from your jobber. 


10¢ 


E verywhere 





The Metal Textile Corp. 
Orange, N. J. 7 




























FOX PEN NETTING 


The heavier grades 
of hexagonal net- 
ting are profit- 
able items for 
your stock. It 
costs no 
more for 
Wright 

high 

quality. 






STEEL & 


WIRE CO, 
MAS S. 







oF WRIGHT 


WOACESTE K-* 











Coffee Filter 


able to filter coffee to the strength de- 
sired. Suggested retail selling price 


bys) oe ~ a of _ $1.00. Koffee Koil Sales Co., 408 United 
ess steel. as no breakable parts anc Artists Bldg., Detroit, Mich. 


requires no filter 





Window Air Conditioner 


“Cool Breeze” said to reduce tem- 
perature of an average-sized room or 


side light. Requires only a “window 








sill” mounting and a nearby electric 
outlet to plug in the extension cord. 
Maker states in operation it is quieter 
than elect:ic fan; there is a lack of 
vibration and that no field service is 
required on any mechanical equipment 
within the cabinet after the units are 
placed in operation. Unit is 12 in. high 
cloths. It filters and 24 in. long. Airtemp Division, 


through the knurled coils. It is adjust- Chrysler Corp., Dayton, Ohio. 











Splits Shell Lengthwise 














Nut Meats 
Come out Uncrushed 


Sell More Nut Crackers..Boost Profit. 
Per Sale..Sell The 


% With the 1939 nut crop just coming in, the big 
season for selling nut crackers is also nearly here. Be 
prepared with a liberal supply of the cleverest nut 
cracker ever invented. Show customers how the new, 
improved DAZEY NUT CRACKER works and it 
virtually sells itself . . . because it’s so much better 
than anything else they can buy. Sells faster—bigger 
unit of sale—larger profit. Order from your jobber 
NOW! 


DAZEY SRenns mre. Co. 


Warne & Carter Aves., St. Louis, Mo. 


office without restricting entrance of out- 








| 





Baby Food Warmer 

Warms four fhods at one time. May 
be used also for warming leftovers, 
poaching eggs, and as a covered sauce 





pan. Just one utensil to wash. Cups 
rest in boiling water so food won't 
scorch. Cups have smooth, stain-resistant 
Alumlite finish and will not discolor. 
The Aluminum Cooking Utensil Co.. 
New Kensington, Pa. 





Flat Work Ironer 


This round iron is designed for flat 
work such as sheets, pillow cases, cur- 
tains, etc. New design is said to in- 
czease the speed of ironing on this type 
of job. Maker states since it has no 
points nor blunt edges, it cannot wrinkle 
the fabric and its smooth round surface 
encourages a dust cloth type of action, 
leaving a fine sheen to the fabric. Has 
“Dur-A-Life” embedded element, heat 





indicator, switch cord set and Bakelite 
molded handle. Suggested retail sell- 
ing price, $5.95. Knapp-Monarch Co., 
St. Louis, Mo. 


Curtain Pinner 
“*Roll-On”—made of rubber and dur- 


able, it is said to roll the curtain smooth. 
ly and evenly on the stretcher pins, elim- 
inating need for hand pinning and 
pricked fingers. Packed 12 in a display 
box. Suggested retail selling price, 49 
cents. Chicago Curtain Stretcher Co., 
3701-33 South May St., Chicago, Til. 
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Bag And Bill Holders 


These holding devices consisting of 
a wood panel and torsion springs pro- 
vide a neat and convenient storage place 


The Original F-KAYSEE 


PAPER BAG 
HOLDER 


.+-Selres a common 





household problem! 
c 
ONLY EACH 





for paper bags, bills, wrapping paper, 
telephone books, newspapers, maga- 
zines, etc. They may be attached to 


THE ORIGINAL F-KAYSEE 


BILL HOLDER 


-+- Most Useful and 
Practical Kitchen 
gadget you can buy! 


NOW 
ONLY 


will hold your receipts. cook book, in- 
phone bills. 


Take Twe Home with’ you ! 
Use One in the Home 
° Use One in the Car « 


MACE UE A MOT NO. I7RORET 





wall, cupboard or other convenient place. 
F-Kaysee Mfg. Corp., 177-12 Baisley 
Blvd., St. Albans, New York. 


Pocket Knife Assortment 


Winchester Repeating Arms Co., 
New Haven, Conn., has developed 20 
attractive assortments. These, includ- 
ing the newest assortment, W-58, are 
presented in a new full-color catalog. 
Each assortment of 12 knives is packed 
in an individual, colorful, stand-up 








WINCHESTER 


KEEN*-STRONG 
SERVICEABLE 


































In “general, every as- Semi-Paste Remover 
sortment consists of one or two patterns, 
each a popular seller, with choice of 
blade combinations and covers. As- 
sortment W-58, offers four 
each of three different patterns. Display 
carton for this selection permits two 


counter display. 


“Strypeeze”—produced especially for 
removing Bakelite and synthetic resin 
types of finish as well as paint, varnish, 


however, enamel, shellac, and lacquer. Maker 


each of each pattern to be shown on 
each side of its upright card. 
of the catalog are 
request. 


Copies 


available upon 


SAVOGRAN 


STRYPEEZE 


Steel Wire Cutter 


For homes and small shops and for 
use on wire leaders, czate wire, copper, 
brass and steel wire. Cutter may also 
be used on flowers and shrubbery. Cut 
ter is 514 inches long and has a nipper 





states as soon as “Strypeeze” is flowed 

on with a brush, a wax-free anti-evap- 

orant film forms on the top, keeping the 
© remover in place even on upright and 
overhead surfaces, driving the solvents 
into the finish and keeping the remover 
wet for hours. Remover is said to re- 
move all coats to the bare wood, metal 
or plaster, with one operation. Con- 
tains no benzol, alkali, caustic nor acid 
and is harmless to the surface stripped, 
hands, and clothing. Also said to be 
less removable. The Savogran Co., Bos- 
ton, Mass. 


——— 


spread of % of an inch and a cutting 
depth of a full quarter of an inch. Holes 
in handle allow hanging up in con- 
venient spot. Safety Belt-Lacer Co., 
Toledo, Ohio. 








HOLIDAY. 
co | PAUKAGED 


| AT NO 
/ Extra Cost! 












Uniform NUT 
MEAT CHOPPER 
— colorful, effici- 
ent, profitable. 


B. Tearless ONION 
CHOPPER—Stain- 
less steel blades, 
wooden handle. 


C. Dripless PITCHER 
—Pastel jars, Cata- 
lin handles, color- 
ful design. 

D. DeLuxe EGG BEAT- 
ER—Stainless steel, 
Catalin handles, 
ball bearing center 





Tested and 













See Your Jobber ji. sin 


the 1938 Christmas Season, Androck Holiday 
Packaged Specialties are on their way to even a 
And YOU 


can cash-in right now by asking your jobber 











more outstanding success for 1939. 











for full details on this profit-making program. 







Get your order in—there’s no extra charge for 










drive. individual holiday packaging. 
E. Triple FLOUR 
SIFTER—Sifts THE WASHBURN COMPANY 








THREE times in 
one operation. 






ROCKFORD, ILL. WORCESTER, MASS. 
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27 DRAWER 
STEEL HARDWARE CABINET 


Keep your stock clean and orderly—It 
pays for itself by keeping your mer- 
chandise in saleable condition. Ideal 
for samples and catalogues. Made of 
cold rolled steel. Olive green finish. 
Size 30 x 14 x 37%—Inside Drawer 9 x 12 x 3% 
if check accompanies order, we pay freight 
STANDARD STEEL PRODUCTS CO. 
380 MAIN STREET, POUGHKEEPSIE, N. Y. 





CHAIN TONGS 


Jaws are drop forged from _ special 
steel, heat treated, hardened, tempered 
and tested. Handles forged from high 
carbon steel have both stiffness and 














Flat Link Chains have proven strength 

are proof-tested to 2/3 catalog 
strength (3,600 to 40,000 Ibs.). Design 
improvements: jaws have increased 
bearing on bar and forged-in chain 
guides, large steel bolts, drop forged 
alloy steel shackle. Better PIPE 
TOOLS—The most complete line made 
and each an improved tool. 


Solid Stock and Dies Pipe Cutter 
Adjustable Dies and Knife Blade Cutter 
Stocks Wheels 


Receding Threaders Pipe Wrenches 
Hinged Pipe Vises Chain Tongs 


Write for new catalog 






ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 
314 N. Franeiseo Ave., Chicago, U.S.A. 
Eastern Warehouse and Sales: 
199 Lafayette St.. New York 
San Francisco London 
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Current Price Trends 


as reported by Hardware Manufacturers 


(Continued from page 74) 


for prompt shipment only, and prices 
are subject to change without notice. 
We expect an increasing demand 
from all markets for rope and binder 
twine since these products are in- 
dispensable to the public.” 


Miami Cabinet Division, The 
Philip Carey Company 

Mipptetown, Ono (bathreom 
cabinets). Martin V. Coffey, man- 
ager of sales, states: “We have 
anticipated our requirements for the 
next five months. We do not antici- 
pate any price increases during the 
balance of this year on our products 
but this is predicated on what might 
happen during the next three 
months.” 


Ballonoff Metal Products Co. 


CLEVELAND, Onto (stove and fur- 
nace pipes and elbows, etc.). I. Ball- 
onoff, states: “We expect to do 
everything possible to keep prices 
under control but cannot guarantee 
delivery beyond the present need. 
We do not feel that there will be a 
precipitous rise in prices in our line, 
but can hardly afford to take a 
chance, and consequently are cover- 
ing for supplies abnormally.” 


Kimble Glass Co. 


VineLanp, N. J. (glass towel 
bars). Warren S. Hood, advertis- 
ing manager, states: “At this writ- 
ing, we are not contemplating any 
changes in our price structure due 
to the European situation or any 
other situation. If ,and when we 
should be compelled to increase our 
prices, it would be due to higher 
wages, higher priced raw materials, 
higher taxes, or a combination of 
these factors entirely beyond our 
control.” 


Jaye Manufacturing, Inc. 


CLEVELAND, OnIo (cold water 
paints, putty, etc.). Melvin Jaye. 
president, writes: “We believe that 
the price trend is definitely upwards, 
and that although we are well stock- 
ed on raw materials at this time and 
can fill any good sized orders, we 
will be forced to raise our prices in 
accordance with the rising markets 
and will not be in a position at this 
time to guarantee any prices further 
than the extent of our present sup- 
ply of raw materials and our ability 
to purchase additional materials at 


the old prices. We expect that we 
will change our prices around the 
first of the year for we believe that 
our present supply and unfilled con- 
tracts will take us to that date.” 


Otto Bernz Co., Inc. 


Rocuester, N. Y. (furnaces, 
torches, plumbers’ tools). A. Lapine. 
treasurer, states: “Prices on our raw 
material have been rapidly advanc- 
ing. ‘It is our policy to go slow on 
increasing prices and to only ad- 
vance prices when we feel certain 
that we shall not be able to replace 
our present supply of raw materials 
at other than current prices. We al- 
ways permit our customers to place 
orders for definite quantities giving 
definite shipping dates for a period 
of three months in advance at cur- 
rent prices which will protect them 
against any increase.” 


The Majestic Company 


Huntincton, Inp. (stoves and 
ranges). K. F. Triggs, vice-presi- 
dent, writes: “In the past we have 
always issued price list and dis- 
counts at the first of the year in the 
anticipation that these prices will be 
maintained throughout the entire 
year. Our future handling of price 
changes we hope may be carried on 
in the same way although of course 
in times such as we see in the im- 
mediate future it will be very dif- 
ficult to guarantee prices too far 
in advance. We foresee a substan- 
tial increase in the cost of raw mate- 
rials which of course will be reflected 
in the cost of finished products and 
we can do nothing but follow 
through with higher prices to cover 
these increased costs. It is our hope 
that these increases be made 
gradual.” 


can 


Marble Arms & Mfg. Co. 


GiapstonE, Micu. (hunting, fish- 
ing and outing equipment). Jas. T. 
Jones, general manager, says: “Un- 
less some unforeseen conditions arise 
we anticipate maintaining present 
prices until the close of the year at 
least as we feel that our distributors 
are entitled to this consideration. 
Wholesalers and retailers should 
stock up not only on account of the 
price situation but the manufacturer 
has found it necessary to earry 
heavier stocks in the past to assure 
immediate delivery when the dis- 
tributors required the merchandise, 
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but the producer may not be able 
to-do this so conveniently in the 
future.” 


Oxford Tool Company 


PHILADELPHIA, Pa. (forged tools, 
stampings). Gordon G. Campbell, 
president, states: “Our company will 
do nothing about changing prices, 
either up or down, until such time 
as the present hysteria has subsided, 
and we can know the effect of war 
conditions are not the result of the 
immediate war scare. It is my 
opinion that it will not be necessary 
to change prices very much, although 
we do look for a slight upward trend. 
We will do everything in our power 
to hold prices ‘as is.’ ” 


Premax Products 


Nracara Farts, N. Y. (sporting 
goods, lawn sprinklers, radio anten- 
nae, etc.). Geo. O. Benson, man- 
ager, says: “We have not yet made 
any increases in announced prices 
for the coming season, but of course 
advances may be necessary if condi- 
tions change, either through advances 
in raw material costs or labor or 
other conditions. We do not propose 
to make any advances unless they 
can no longer be avoided, but we are 
advising our customers to anticipate 
their requirements as much as pos- 
sible against the uncertainty of the 
future. Most of our products are 
steel or aluminum as a base metal 
and up to this time there has been 
no serious advance announced in 
these metals.” 


H. K. Porter, Inc. 


Everett, Mass. (cutting and split- 
ting tools of all kinds). J. G. Ged- 
des, vice-president, states: “We take 
the attitude that while a long war 
will doubtless result in a substantial 
degree of inflation, we see no need 
for panicky forward buying at the 
present time, nor do we see any im- 
mediate need for upward price ad- 
justments. We certainly deplore 
any tendency toward profiteering 
and speculation.” 


The Carrollton Metal 
Products Company 

CaRROLLTON, Onto. (stainless 
steel and decorated metalware). 
F. F. Pfefferkorn, president, states: 
“We would not want to go on record 
as to maintaining our present prices. 
The greater portion of our costs are 
represented in tin plate and stainless 
steel and if severe advances in these 
raw materials occur it would be nec- 
essary for us to increase our prices 
accordingly. It so happens that tin, 
nickel and chromium which we use 
are obtained from British possessions 
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and the prices are controlled by 
British operators. We do not favor 
increasing prices if there is any 
practical way possible to prevent in- 
creases in both raw materials and 
the finished product.” 


Avery Adhesives 


Los ANGELES, CAL. (adhesives). 
Murray McDougal, writes: “We an- 
ticipate a rise in the cost of our basic 
materials. We hope that this price 
advance will level off and become 
stabilized following the initial flurry. 
We have no plans at all at present 
for raising prices on our Kum-Kleen 
labels, in fact only this spring we 
were able to lower them somewhat 
due to improved production meth- 


ods.” 


Triplewear Brake Linings 
Corp. 


Paterson, N. J. (asbestos wicks). 
John O. Camp, vice-president and 
general sales manager, writes: 
“While we do not contemplate any 
immediate price rise, still we are 
unable to figure further than 30 days 
ahead, and that, too, depends upon 
the movement of our present stocks 
of finished and unfinished materials, 
and today’s prices of raw materials 
we purchase. With asbestos coming 
from Canada, plus the fact that 
metals are world commodities and 
both used in the manufacture of our 
product, naturally prices are bound 
to increase. Under the circum- 
stances, our prices are quoted to the 
trade subject to change without 
notice.” 


The Sheffield Bronze Powder 
& Stencil Co. 


CLEVELAND, On10 (aluminum and 
bronze powders, oil colors, paint 
specialties, etc.). Jas. J. Donnelly, 
director of sales, writes: “We frank- 
ly feel that all jobbers and dealers 
should now face the condition that 
confronts us which is at the least a 
continued war in Europe which even 
if the United States does not enter. 
will in time affect our markets and 
we feel that we will have higher 
prices before we have lower ones. 
I feel that higher prices will de- 
pend considerably on any change 
made in the present neutrality law 
and it looks now as though there 
would be such a change. Our busi- 
ness is subject to prices of aluminum 
and copper metals, and as you al- 
ready know prices have advanced in 
each. Another large factor in our 
business is the manufacture of oil 
colors. We have already received 
some advances on dry colors and 
linseed oil.” 








by Wal te 


“DIETZ 


SELLS 


LANTERNS 


DIETZ 


instantly 


At the mention of your 


customers know that you 
are offering quality performance 
backed by 99 years of manufactur- 


ing excellence and leadership. 


IMPORTANT NOTICE 


s created in the past 
ee caused many cus- 
tomers to inquire about sup- 
ply, price and delivery. The 
R. E. DIETZ COMPANY MAIN- 
TAINS A LARGE INVENTORY 
TO MEET THE ORDINARY 

NEEDS OF THEIR REGULAR 
TRADE AND TO FILL baw 
ORDERS IN ANY SUDDE 


EMERGENCY. 


The same care and the 
that have made oy 
aled in qu > 
and desig” is our obligation to our 
distributors and customers 
conditions of demand. 





same service, 
LANTERNS 
e 


R.E.DIETZ COMPANY 


| NEW YORK | 


LANTERNS 


MAKERS OF FOR THE WORLD 


FOUNDED 1840 
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NOTE REINFORCEMENT | 

TO INSIDE OF DOOR OF HANGER 
Put FRANTZ “Glide” track and door hang- 
ers up against any other type on the market, 
and you'll see why FRAN T Z gives you the 
“edge” on competition and puts “more pow- 
er” behind your selling efforts. 


“Glide” combines both track and watershed 
in one piece....is absolutely bird- proof and 
waterproof ....has telescope joints providing 
a smooth, continuous track, and is easily in- 
stalled without brackets. These features, and 
many more, plus all-round ruggedness and 
high quality, create ready sales at a generous 
profit, insure customer satisfaction, and en- 
courage repeat business. Write today. 


FRANTZ MANUFACTURING CO. 
STERLING, ILLINOIS 


FRANTZ 








Gjuararateed BUILDWARE 





NOW Iron Give 


IN CANS 


For years the big seller in the 
big 10c bottle—now also 
packed in cans’ from -pt. to 
1 gal. Nationally advertised! 
Priced right! Ask your jobber, 
or write us giving your job- 
ber’s name, for full details. 

THE McCORMICK oss. co. 

MeCarmitt Py Go. (Canada) Led. 

- Toronto, Ontario 
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Current Price Trends 
as reported by Hardware Wholesalers 


(Continued from page 77) 


ing our customers to increase their 
stock by 20 per cent in anticipation 
of price advances. This we feel is 
a conservative approach and one 
which will be of value to the retail 
hardware merchant.” 


Bigelow & Dowse Co. 


Boston, Mass., J. M. Kennedy, 
sales manager, states: “You are well 


| aware that prices are advancing rap- 
| idly. Our company always has sold 


merchandise at the market, but of 


| course there are exceptions. Many 


manufacturers are quoting prices 
ruling at the time of shipment. In 
this case, of course, we are not in a 
position to take care of the retail- 


| ers; but on items where we know 
| that price change is pending we are 
| very glad to take care of the dealers, 


and through our salesmen this fact 
is brought to the dealer’s attention.” 


Schlatter Hardware Co. 


Fort Wayne, INpIANA, Birt Hol- 
lopeter, president, treasurer, and 
general manager, states: “As I view 
the situation in the buying of hard- 
ware at this time, I believe that any 
purchases made at the prices that 
prevailed thirty days ago is a good 
investment for the next six months. 
We are buying no goods at the high- 
er price except as we need them. 
Any goods bought at the high price, 
would be a loss if this war should 
cease within a few months. Prices 
would go back to normal. We be- 
lieve that every buyer today should 
be very cautious and should study 
his problems. Our policy will be to 
buy for immediate requirements 
only especially on high priced 
goods.” 


Bayonne Steel Products Co. 


Newark, N. J., Eugene Foley, 
president, writes “In the event of 
price advances, orders for reason- 
able requirements will be invoiced 
at prices ruling before the an- 
nounced price advance—if orders are 
received promptly after such an an- 
nouncement. We propose to support 
a policy that will encourage con- 
structive continuance of the building 
program by keeping our price on 
building materials at a level, show- 
ing a reasonable jobbing profit over 
cost regardless of shortage or slow 
factory deliveries, enabling the deal- 
er and customer to avoid paying 


speculative squeeze prices and there- 
by discouraging further building 
projects.” 


Schlafer Supply Co. 


APPLETON, Wisconsin, K. M. 
Haugen, sales manager, states: “We 
are not becoming stampeded by pros- 
pects of higher prices due to the 
war. With the large surpluses here 
and abroad, we can see but little 
justification for substantial price ad- 
vances until these have been con- 
sumed. It is our opinion that the 
advances: put into effect, so far, have 
been due to some industries taking 
advantage of a possible shortage and 
others who have been operating with- 
out a profit for some time and are 
now advancing prices to a profit 
level. We will buy only according 
to our needs and these needs will be 
based upon our immediate demands. 
As far as possible, we will take full 
advantage of all price advances in 
order to cover our losses when the 
day of declines come, and it will 
most surely come.” 


Underhill Clinch & Co. 
New York, N. Y., C. B. Waller, 


president and treasurer states: “We 
believe that the price trend will be 
undoubtedly upwards based upon 
the increased raw material prices to- 
day. Our company’s policy will be 
to pass on the price changes only 
when necessitated by the increased 
cost for delivered merchandise and 
not to increase prices merely on a 
replacement basis. We will endeavor 
to act as a cushion absorbing the 
price rises and passing them on 
gradually, thus enabling our retail- 
ers to conservatively build their 
stocks which are at this time quite 
low.” 


Cullum & Boren Co. 


Dattas, Texas, T. M. Cullum 
writes: “We believe the tendency will 
be to advance the prices on nearly 
all products and think there is rea- 
son to justify some advance. The 
war will undoubtedly cause an in- 
crease and rush orders because of 
the war will tend to upsét working 
conditions. Many import items will 
be cut off and eliminate some com- 
petition. Our Wage and Hour Law 
will increase costs on October 1 and 
this alone will cause some increase 
in prices.” 
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3 Machines in one 3 Way Profits 


HILCO Sanders have HILCO “Handy Sandy” 
quick-change attachments earns 3% per 8-hour 
‘ . sanding, polishing, rental. Add high sand- 
buffing . . . at usual price paper profits. Plus boosted 
of one machine. finishing material sales. 


More HILCO Sanders are being sold 
for rental service than any other 
































Anyone can operate HILCO Sanders. Upkeep exception- 
ally small factor; no gears or chains to chatter and wear. 
All models powered by V-beli drive. Seven 
kinds of Sales Builders to develop rental ser- 
vice are shipped with HILCO Sanders. HILCO 
“Handy Sandy” only $125.00 f.o.b. 
factory; attachments small amount 
extra. Other models include HILCO 


Dise Edger. 



































Write for circular 







THE HILGER CO. 
St. Cloud, Minnesota 
















Here’s 4 reasons why it means 


MORE PROFITS TO YOU 


PROTECTION—Rogers offers 4 PRICE Ro bee sebees you 
‘ot sever: special assuring 
you protection by exclusively you of fall gro@te 60 you ean 


selling through the hardware compete with chain stores, 

trade and not selling to chain group buyers, etc., by off s 

stores, group buyers, or mail order superior product at the same price. 
houses. 

OU EMAND ers sells for 

a QUALITY — Rogers Glue is ay Se wg ~ 

made only from select fish skins Science, nt Craftsman, etc., 


insuring clarity and uniformity H eggs overa 
- also produces greater —<_ 
strength (3800 pounds shearing 


strength per square inch). FREE—Phone or write 
your jobber for free & 
py offers . . ask him 

lor a free display unit— 


To displa: 
**LETGLUEKY DOIT"" is to sell Rog 


OGERS 


Pratiity FISH GLUE 
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ROGERS - GLOUCESTER, MASS. 


OCTOBER 5, 1939 











NEW! 


STAINLESS STEEL 


KOFEE-KOIL 










FOR 
ALL GLASS 
COFFEE 
MAKERS 



























‘ 

Get set for you 
share of Kofee Koil profits 
Here’s just the filter owners of 
glass coffee makers have been 
demanding. Made of stainless 


steel to give a lifetime of 
trouble-free service. Has no 
breakable parts and needs no 
filter cloths—no muss. Filters 
quickly, clear-as-wine, through 
its knurled coils. Cleans in a 
jiffy, and can't fall or pop out. 
Adjustable — filters coffee just 


the strength desired. Saves on 
coffee, too! 


Jobbers and Dealers — Na- 
tional advertising will cre- 
ate hundreds of prospects 
for you. Write at once for 
complete details. Be first 
in your territory with this 
popular, profitable item. 


KOFEE KOIL SALES CO. 


508 UNITED ARTISTS BLDG. 
DETROIT @ MICH. 





















Retails 
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The only indestructible, adjustable 
coffee filter made. 








RICH 


LADDERS 
for More SALES 
and PROFITS 

























safety. 


details. 


1014 Depot Street 





Increase your ladder 
sales and profits with 
RICH — the SAFEST 
ladders built. 


Many extra features of 
design and construction 
— longer life — lighter weight — greater 


See your jobber or write for complete 


THE RICH LADDER AND MFG. CO. 




















Cincinnati, Ohio 
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Atter Hours! 





city. The time is early October. Two hardware 

dealers, Henry Stacey and Arthur Robinson, 
local competitors, are finishing luncheon and dis- 
cussing the World’s Series. Stacey puffs on his cigar 
and turns to Robison. 


STACEY: Well, Arthur, it won’t be long now! 
We'll soon know just how good those Yanks are. 
Wonder if our westerners will take ’em? 


ROBINSON: Don’t ask me. They are about the 
toughest ball team year in and year out that I ever 
heard of. They'll know they’ve been in a battle by 


the time the last game is over. 


STACEY: Well I hope so. By the way, Arthur, 
did you read that article in the September 21 issue 
of Harpware AcE about Decatur celebrating the 
longest completed ball game in history? 


ROBINSON: Yes 1 did. Funny part of it was that 
my father saw that very game. They certainly gave 
the celebration a big play. And I wouldn’t be sur- 
prised if that Mt. Zion Lumber & Hardware Com- 
pany gathered some nice publicity from that baseball 
display they featured. 


STACEY: Yes, | guess that they did. Speaking 
of featuring things, that same issue mentioned two 
events worth featuring—-Fire Prevention Week and 
National Washer-Ironer Week. I’m all set for Fire 
Prevention Week and have some pretty good ideas 
for playing up National Washer-Ironer Week. I’m 
making good use of those suggested window displays 
that Harpware Ace had for both events. Pretty 
good weren't they? 


ROBINSON: Yes, they certainly looked good to 
me. Every so often you come to your rope’s end 
with display ideas and they certainly gave me some 
mighty good inspiration. You know, Henry, it’s 
good policy to tie-in with those events. There will 
he plenty of usable profits for us if we play them 
up right. 


STACEY: And boy, am I playing them up right! 
If we don’t get some real results I'll be mighty dis- 
appointed. And I don’t think I’m going to be dis- 
appointed. I’ve always found that it paid to go after 
the business and to advertise. 


ROBINSON: Maybe you have, but did you read 
that article about the Atkins hardware store in Tex- 
arkana? They let the store do the advertising for 
them and from the appearance of that store they 
have first class advertising copy. Speaking of adver- 


4 i NHE scene is in a restaurant in a middle western 
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tising, that was a mighty interesting article on 
“Planning a Customer’s Direct Mail Campaign.” It 
had a lot of meat in it. Facts and figures, not gen- 
eralizations. Better read it, Henry. 


STACEY: You're three days too late with your 
advice. I have read it and I agree with you in every 
way. And there was another article that interested 
me a lot. That one about American hardware manu- 
facturers neglecting the market opportunities in 
Canada. 


ROBINSON: You know, it’s a strange thing how 
many manufacturers in various fields have done the 
same thing. Canada’s a country that’s worth culti- 
vating for any line of business. They speak our 
language up there and they think along the same 
lines. I certainly hope that the seed in that article 
takes root. If our manufacturers don’t cultivate 
Canada they’re missing a first class opportunity. 
Gosh, this restaurant’s getting chilly! 


STACEY: Why shouldn’t it? Fall’s here. Speak- 
ing of fall did you read that article about the O’Dea 
company in Des Moines? They turn over a $1,500 
power tool stock four times a year. They are pretty 
clever about it, too. Play host to the local home- 
workshop guild and sell the local mechanics in the 
bargain. That sort of thing calls for an application 
of brains and salesmanship. That reminds me, going 
hunting this fall? 


ROBINSON: Have | ever missed it? And while 
we are on the subject of hunting I thought that 
table of game conditions was mighty timely. It’s 
great sales ammunition. Customer comes to the store 
and says he’s going hunting. Ask him where and 
you can tell him just what he’s likely to get in the 
territory to which he’s going. Puts you on sort of an 
intimate basis with him and the more friendly you 
get the better your chances are for sales. 


STACEY: I had the same idea about those tables. 
They certainly are a first class ready reference for 
the hunters who go to other sections of the country 
for their hunting. Well, there’s no denying it, the 
fellows in our line of business certainly don’t have 
to worry much about ideas. They have them waiting 
for them all ready made. 

The waiter arrives with the bill. As he presents it 
a puzzled expression appears upon his face and he 
looks at the two hardware dealers. 


WAITER: Who do you gentlemen think is going 
to win the World’s Series? 
—G.MLS. 
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UpShe Goes! 


After you put this improved 
Roper Shallow Water Sys- 
tem on your display floor, 
watch your sales record. A 
steady upward climb in 
sales will be the result if 
the experience of others is 
an accurate yardstick. 


First . .. the Roper in its 
trim, compact styling is 
first to attract attention. 


Second . . . it has improved 
exclusive features and ad- 
vantages that assure 
smooth, quiet, trouble-free 
service. Third ... moder- 
ately priced and a whale of 
a value. 

Write for literature and com- 

plete details. 
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GEO. D. ROPER CORP., ROCKFORD, 
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Electro-Line 


The safe, modern electric fence controller that is re- 
alizing greater profits for progressive dealers. Sound 
engineering, outstanding quality, unusually attract- 
ive prices plus an effective sales program makes 
ELECT RO-LI INE the logical controller to feature. 
Safety approved by the Wisconsin Industrial 
Commission and legal for use in all states. 


Representative ELECTRO-LINE Jobbers Include: 
Marshall Wells Company Southern Supply Company 
Janney-Semple-Hill Company Bering Cortes Company 
Morley-Murphy Company Mabie-Lowrey Hardware Company 
John Pritziaff Hardware Company Corpus Christi Hardware Company 
Morley Brothers Haw Hardware Company 
Geo. Worthington Company V. Tausche Hardware Company 
Smith Brothers Hardware Boetticher & Kellogg Company 
Company Dinkins-Davidson Hardware 
Van Camp Hardware Company Moore-Handley Hardware Company 
Stratton Warren Hardware A. Baldwin & Company, Inc. 
Company 
Orgill Brothers & Company And Others 
See the complete line of ELECTRO-LINE controllers 
ot the National Wholesale Hardware Association 
Convention October 16 to October 19, Marl- 
borough-Blenheim Hotel — Atlantic City, N. J. 


CONTROLLERS 












rEN¢ £ 



















ELECTRO-LINE FENCE COMPANY ~ Milwaukee, Wisconsin 


ELECTRO-LINE 











Sold By Reliable Dealers Only 
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THIS ATTRACTIVE 
DISPLAY SELLS 
MORE TEL-TRU 
THERMOMETERS 














$1.00 MODELS NOW RETAIL AT 50¢ 
Build yourself a thermometer department around 
this Tel-Tru stand. These beautiful Tel-Tru 
Thermometers are designed and colored to harmo- 
nize anywhere in the home. Customers admire—and 
buy several. 
Desk clock appearance, 
throughout, including crystal; 
rate, sturdy, durable. 

ORDER SPECIAL HARDWARE DEAL H-1 


Consists of:—Free display stand (13”x14”) and 12 
thermometers :—assorted Cven, Refrigerator, Desk, 
Wall and Outdoor models, retail 50¢ each; regular 
dealers’ discount. Order from your wholesaler, or 
mention his name in ordering direct. 

Other Tel-Tru 
$2.00. 


easy-to-read, unbreakable 
are guaranteed accu- 


Thermometers retail from 25¢ to 





Made in U.S.A. by 


GERMANOW-SIMON MACHINE CO. 


450 ST. PAUL ST., 


ROCHESTER, N. Y. 








LOW COST POWER TOOLS 


Arcade Power Tools enable 
home craftsmen to get the 
equipment they want for their 
shops at prices they can afford 
to pay. These tools are excep- 
tionally well designed and 
quality built for long service 
and accurate workmanship. 
See the low prices listed. Only 
a part of the Arcade Line is 
shown here . .. write for free 





RETAIL PRICES 


catalog illustrating all* Bench Grinder Head ........ . $3.30 
° >. Dise Sender, 8/2” ........ 5.00 
Tools, Model Makers and Ac Drill Press, 15" high. 5.30 
cessories. Jig Saw, 10” throa 5.30 
Mg ghey om st 

, 8” Swing, 30” bhe- 
ARCADE MFG. CO. _atwoon contars 7 
ee eer 18.00 
1201 Shawnee St., Freeport, Ill. Bench Saw, 6” blade 11.00 
Bench Saw, 8” biade 22.50 

Shaper, with Oilite Bronze 
ngs 16.50 
Shaper. with Ball Bearings 20.50 


Order 
from 
your 

Jobber 
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APPEAL ! 


When those young fel- 
lows go off into the woods, 
there’s one item they always 
want —a trusty axe. The 
Collins Official Boy Scout Axe, 
approved and licensed by the 
National Boy 
Scouts of Amer- 
ica, is sure to make a hit. 
It’s a real tool — well- 
balanced 14 inch handle, 
dtenimus 1% Ib. head, velvet en- 
The Boy Scout amel finish, official Boy 
Axe, aswellas Scout emblem stamped 
<. a on the head and gold- 
is sold under filled. Order from your 
this trademark. jobber or write The 
po Mean + Collins Company, 
finest in axes. Collinsville, Conn. 





Keep tue KI TCHE: 
Gulf te 
LIVINEROOM! 


Vent-A-Hood kitchen ventilator 
equipped with a GREASE TRAP 
to keep ceiling and walls clean 
—a patented centrifugal exhaust 
unit that forces cooking odors, 
steams and vapors out before 
they have a chance to invade the 


rest of the house. . . . Investigate 
this modern kitchen ventilator 
before you build or complete 
your plans. It’s new, modern, 
efficient. Exhaust unit may be 
had separately or with the hood. 
Ask for illustrated folder. 


The \V flaby ‘Nirere) ROT) 

















New Lamp Merchandising Ideas 


(Continued from page 40) 


the room. This totally indirect 
type of lighting is soft and shadow- 
less. Several companies are mak- 
ing adaptor equipment designed 
for use with this lamp. The three 
sizes commonly used in homes, 
are 60, 100, and 150 watts. In a 
test campaign conducted with this 
lamp last spring in Allentown, 
Pa., a city of 100,000 population, 
sales of silvered bowl lamps for 
March, the first month of the cam- 
paign, were 3100 per cent of Feb- 
ruary’s sales, while the total sales 
of lamps were up 116 per cent. 
At the same time dealers sold 4818 
silvered bowl adaptor units at an 
average price of $2.00. 

2. Three-Lite Lamp. Many of 
the better portable lamps, includ- 
ing certain of the I. E. S. Speci- 
fication Better Sight lamps, are 
built to use the three-lite lamp 
either in the 50-100-150 watt or 
the 100-200-300 watt size. These 
lamps offer the hardware dealer a 
chance to make larger unit sales. 
By suggesting a spare bulb of this 
type to lamp customers, using the 
story that the large sized base of 
the bulb makes it impossible to 
substitute an ordinary lamp for it 
when it burns out, the dealer can 
frequently increase the amount of 
the lamp sale. 


Daylight Lamps 


3. Daylight. Incandescent lamps 
using a blue glass to ,more nearly 
approximate natural daylight have 
been on the market for some time. 
These lamps are popular with 
many people for use in kitchens, 
laundries, or other working areas. 
Suggesting this lamp also fre- 
quently aids in inceasing the 
amount of the sale. 

4. Nite-lite. A small item, par- 
ticularly liked by families with 
children, is the 7144 watt night 
light. This little bulb is usually 
sold initially with a fixture which 
plugs right into a wall outlet, and 
which most hardware stores nor- 
mally carry. Because it is very 
economical to operate, it is an 
easy item to sell. 

5. Projector Lamp. One of the 
newest types of lamps on the mar- 


ket today is this one which has 
its own reflector built in as an 
integral part of the lamp. This 
lamp comes in either a flood or 
spot beam, and may be used in- 
doors to light displays, as a night 
light for stores, or as show win- 
dow lighting. It is made of hard 
glass, and may therefore be used 
outdoors for lighting signs, gar- 
dens, used car lots, construction 
work, sports, back yards, and 
garages, or wherever reflectors 


“must be free from effects of 


weather, vapor, dust, and deterior- 
ation. This type of lamp may be 
sold to home owners, but it is par- 
ticularly suited for sale to neigh- 
boring stores. Uses about the 
home include back yard flood- 
lighting, work lights, lawn sprin- 
kler fountains. 


Reflector Lamps 
6. Reflector Lamp. This also 


comes in flood or spot beam, has 
sealed-in reflector. Excellent for 
factory inspection and “plus”- 
light on certain working areas. 
This lamp is not suitable for out- 
door use. 

7. Show Case Reflector. This 
new lamp development consists of 
the regular tubular shaped show 
case lamp with a sputtered alumi- 
num reflector on the inside of the 
glass. This lamp is used not only 
in show cases, but also for light- 
ing wall niches, posters, and spe- 
cial displays. 

8. Lumiline. There are many 
applications around the home 
where a long, narrow light source 
is desirable. Particularly good 
spots for this type of lamp are 
over work surfaces in kitchens and 
alongside bathroom mirrors. The 
lumiline lamp was developed for 
this purpose. In addition, lumi- 
lines are used by many stores, 
which means an opportunity for 
original and replacement sales for 
the hardware dealer. 

9. Fluorescent. Among the 
many new light sources recently 
introduced, the fluorescent lamp is 
perhaps the most revolutionary. 
It depends upon an entirely new 
technique of light production— 
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SEYMOUR SMITH provides the means for 
linking your store with its national advertising 
to 34 million potential customers. Tested, 
colorful, forceful dealers’ helps — displays, 
streamers, booklets, folders, merchandisers and 
newspaper cuts—are available for your store 


and window promotion . . . Send for a list of 
these proven sales clinchers. Let us help you 
to larger pruning tool profits. Learn why “more 
people ask for SEYMOUR SMITH Pruning 
Tools, Hedge and Grass Shears by name than 
any other.” Your Jobber stocks them. 


SEYMOUR SMITH & SON, Inc. 
t3 Main St., Ockville, Conn. 
H. Graha 5 f 
arty, gong tgs York, N. N. where 














Follow the LEADER 
in “Want Ad” Advertising— 


In every trade there is always a leader. \n 
the Hardware Trade it is Hardware Age. 
Classified as well as National advertisers 
have found it out. 


Year after year HARDWARE AGE has led 
its field in the volume of classified as well 
as display advertising. Its classified col- 
umns bring together buyer and seller, em- 
ployer and employee. 

Those who contact the hardware trade 
know from experience that HARDWARE 
AGE is the logical medium to use to secure 
RESULTS from their classified advertising. 


HARDWARE AGE 


Classified Opportunities Dept. 
239 West 39th St.. New York City 
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Hunter Customers 
All Want 
HOPPE’S No. 9 


HEY buy famous No. 9 Sol- 
vent to protect their gun 
barrels—remove leading or metal 
fouling, all firing residue, and 
prevent rust. Needed every shoot- 
ing day. Keep it on display. 


Patches and Oil 


Sell Hoppe’s Gun Cleaning Patches 
right along with every bottle of 
No. 9. Sizes for all firearms .. . 
Sell Hoppe’s Oil to lubricate work- 
ing parts of all guns, also for pol- 
ishing and rainy-day protection .. . 
Sell Hoppe’s Gun Grease for all! 
heavy swabbing to prevent rust. 










Gun Grease 
Hoppe s Oil 
















No. 9 Solvent 
Hoppe’s Patches 
Sell Hoppe’s Packs 


Display handy, popular Hoppe’s Gun 
Cleaning Packs, for hunting trips. 


Contents: Bottle No. 9, can of Oil, 
Tube of Gun Grease, temporary sup- 
ply of Patches, and Gun Cleaning 
Guide. Retail, $1.00. 


Write now for your free supply of Gun 
Cleaning Guides with your imprint. 








FRANK A. HOPPE, Inc. 


2314-A No. 8th Street, Philadelphia, Pa. 
Order HOPPE’S from Your Jobber TODAY 


fetter Nails 
F% 
Vore Sales! 


ZINCLAD CALK-SCREWS 


ONe Piece Construction—head can’t 
twist loose. Setr-Catkinc Heap— 
plugs and seals perfectly. Putt-Proor 
Screw SHaNK—holds tight for life of 
roof. Heavy, Zinc Coatinc—adds 
years of rust-proof service. 


ANCHOR LEAD HEADS 


Non-Rotatinc—drives without turning 
—no strain on head. More Hotpine 
Power—Anchor rings increase hold- 
ing power 2 to 4 times. Seats Hore 
—extra lead under head insures per- 
fect seal. Neepte Point—for easier 
driving. Up to 30% More Nats to 
THE Pounp! 

SEE YOUR JOBBER for samples and prices. 

















COMPLETE 
LINE OF 


Rod Devil 
PAINT CONDITIONERS 


Make fresh paint fresher than fresh 
and old paint new, ELECTRICALLY 

perfectly condition contents of all 
sizes of cans, in a jiffy, without mar- 


ring can or label. 


30 RED DEVIL fo 


LANDON f >MITH, INC., IRVINGTON, N. J 








A popular buy-word 


National 


HARDWARE 


— 














HE score of years that these fine 

products of builders’ hardware 
have been offered to the trade have 
been marked by dependability in 
service always. 


It is little wonder that the endorse- 
ments of the many users of National 
Hardware have created the popular 
demand that exists today. Discrim- 
inating builders ask for these prod- 
ucts by their trade 
name and insist 
on the genuine. 


If you do not car- 
ry this hardware, 
you should write today 
for full particulars. 





National Manufacturing 
. Company 
STERLING - « - ILLINOIS 

——— 
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ultraviolet light generated by a 
mercury-arc stream in a tube ac- 
tivates a fluorescent powder with 
which the inside of the tube is 
coated. This causes the powder 
to glow, giving off a large amount 
of light. The use of different 
powders produces different color 
effects, all strikingly beautiful and 
rich. 

Because this lamp is a discharge 
type, auxiliary equipment and spe- 
cial mounting technique is re- 
quired. For this reason, hardware 
stores as a rule do not sell initial 


installations, but they do come in 





for their share of the profit on 
replacement sales. 

With the large number of high- 
priced, high - profit, specialized 
lamps which have come, on the 
market recently, the hardware man 
is in an exceptionally good posi- 
tion to build up business on these 
items, at the same time getting his 
share of the “bread and butter” 
types. These newer types require 
a specialized merchandising which 
the hardware dealer is well suited 
to apply, and if properly done. 
lamps can become one of his best 
departments. 


Talk About Our Products 
Don’t Talk About the War 


| NFORTUNATELY, 
can't be 

Europe. It overflows into our radio 
broadcasts and it dominates our 
newspaper columns here in America. 


the war in 


Europe confined to 


But there’s one place where we can 
We can keep it out 
of our conversation when we're out 
to sell, 

Of course 
you to talk 
fascinating 
stimulating topic. 
death and destruction. 
any impulse they 
merchandise. 

Change the subject as quickly as 
you can when a buyer mentions war 
Talk to him about his busi- 
ness, about the volume he has to get 
this fall to beat last year’s figures, 
about eur products and our promo- 
tional ideas, and how they will help 
him to get that volume. 

You can count of: it, talk 


draw the line. 


buyers will encourage 
about the war. It’s a 
topic. But it’s not a 
It reminds them of 
It paralyzes 


have to buy our 


news, 


about 
business will come like a refreshing 
breeze. The buyer has heard about 
war, war, war, from salesman after 
salesman. Then you 
and want to talk about selling. 

The effect of war is legitimate 
selling conversation. The effect of 
war on business in this country must 
be distinguished from ordinary war 
talk (news of battles, ship sinkings. 
troop maneuvers). The effect of war 
on commodity prices in our industry, 
on our ability to get raw materials 
and make deliveries, on producing 
more purchasing power to buy our 
products—-on all these points your 
counsel as a salesman will be valu- 
able. 

We're on our way to real prosper- 
ity, war or no war. So let’s build our 
conversation around sound selling, 


come along 


and leave war news OUT of it.—.4n 
“Open Letter to Salesmen,” by The 
Grey Advertising Agency, Inc., New 
York City. 


Columbus, Ohio, Scene of 
National Bicycle Races 


(Continued from page 41) 


With Mr. Eisele in the chair for 
another year, he will be = sur- 
rounded with the following staff: 
Walter Grenda, Newark, N. J.. 
vice-president; Frank Small, New 
York, second vice-president; Lewis 


Holt, New York, treasurer (sev- 
enth term); Henry Isola, New 
York, secretary; John Mclntyre, 


Plainfield, N. J., chairman of the 


board of control. 

The parade of Friday night. 
marking the opening of the national 
races was one of the most colorful 
and elaborate events of its kind in 
Columbus in years, with not only 
leading business concerns of the 
city entering floats and bands but 
other cities, including St. Peters- 
burg, Fla., were represented. A 
spectacular display of fireworks 
from the state house yard marked 
the start of the parade. It is esti- 
mated that more than 50,000 peo- 
ple turned out to witness this 
tribute to the national racers. The 
parade was managed by a com- 
mittee of twenty business and pro- 
fessional men of the city, headed 
by Ray F. Wunderlich, merchan- 
dising manager for the Cussins 
and Fearn Co., Columbus. 
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JIM DANDY 


Send for Free Catalog—UNITED 


RAT AND MOUSE KILLER 
Retails for FARM AND NATIONAL ADVERTISING 


this fall and winter will make your customers 


1 be “~— ask for JIM DANDY—the positive way te ex- 








terminate rats, mice and other rodents. Harm- 
Pellets less to humans and domestic animals. Drives 
rats out of doors to die. Made of Red Squill, 
A FAST SELLER recommended by U. S. Dept. of Agriculture. 
AT A GOOD COMES READY TO USE. Stock this money 
PROFIT maker in bags on attractive display ecard. 


ASK YOUR JOBBER OR WRITE US 
D. B. SMITH & CO., 9 Main St, Utica, New York, U.S. A. 


MONEY BACK IF 
RATS DON’T DIE 











STOVE CO.. Yprilant Michigan 


SIGN 
mes §6=6=6- YOUR 
QE PROSPECTS 


Sell your prospective customers with signs made the 
SHOWCARDER way. Use the SHOWCARDER 
yourself—no special training needed. Modern alpha- 
bets on clean-cut, durable stencils. No additional ex- 
pense other than cardboard used. Save time and 
money. Write for FREE catalog and sample sign. 


SHOWCARDER, Inc. 


516 N. Prior Ave. St. Paul, Minn. 





























PUT NEW PROFITS 
IN YOUR SALES! 
me yw J) 


ee a 





OCTOBER 5, 1939 














GENUINE AJE PRODUCTS 
SZ miard, eryuhe he 


BARN EQUIPMENT 
Cattle Stalls, Stanchions, Pens, Water 
Bowls, Milking Stools, Feed Carriers, 
Feed Trucks, Litter Carriers, Cork Brick, 
Steel Columns, Ventilation, etc., etc. 









Established 1879 


atso HAYING TOOLS anp 
HARDWARE SPECIALTIES 


“Guaranteed to satisfy the user’ 
THE NEY MFG. CO., CANTON, O. 


BRANCH HOUSE COUNCIL BLUFFS, IA 
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Capt. Savabrush has a great 
war-record! He has fought 
hard to save lives of paint 
brushes all over America. 
He is the only brush-restorer 
nationally advertised for 
years. Schalk Chemical Co., 
Los Angeles and Chicago. 





DENISTON 


“Lead Seal” NAILS 


Get samples of this remarkable roofing nail 
which makes any kind of roofing give better service. 
Smart dealers everywhere sell it as a profit-maker 
and good will builder. Note the famous ‘‘Lead 
Seal’’—the lead under the head and down the 
shank actually pluga the nail hole with lead! .. . 
Ask your jobber or write us for samples and dem- 
onstrator blocks. 


The DENISTON Company 
4840 S. Western Ave. CHICAGO, ILL. 















You can SWING IT with 


ADE-O-MATIC 
SWING 
CORN POPPER 


It roasts the 
corn while it 
is popping... 
and pops 
avery kernel. 











ADE-O-MATIC CO. WRicher, *06- 











E-Z CORN POPPER 
The Original Rotary Corn Popper 


The Popper That Puts 
The Pop in Pop Corn 







Use Any Kind of Heat 


Ask Your Jobber 


0. S. KEENE MACHINE CO., - ELKHART, IND. 
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The ““WHO MAKES IT?” issue of 
HARDWARE AGE enables you to 


quickly locate sources of supply and 


helps you answer many questions re- 


garding brand names, products, etc. 


New York, N. Y.: Who makes 
Graf-O-Spray graphite gun? M. J. 
Vogel & Co., Inc. ’ 


ANSWER: Grace Manufacturing 
Co., 510 S. Wesley Ave., Oak Park, 
Ill. 


Lakeville, Conn.: Who makes the 
Rider-Ericsson hot air engine? Com- 
munity Service, Inc. 


ANSWER: Rider-Ericsson Engine 
Corp., Walden, N. Y. 


* *& 


Providence, R. I.: Who makes the 
Norlund eel spears? J. T. O’Con- 
nell Company. 


ANSWER: A. O. Norlund Com- 
pany, Williamsport, Pa. 


Montgomery, W. Va.: Who makes 
the Koh-I-Noor indelible pencils? 
Fudge Hardware Co. 


ANSWER: Koh-I-Noor Pencil 


Co., Inc., 373 4th Ave., New York, 
N. Y. 


® @ £2 


Archbold, Ohio: Who makes the 
Johnson Tinners gas furnace? Stot- 
zer Hardware Co. 


ANSWER: Johnson Gas Appli- 
ance Co., Cedar Rapids, Iowa. 


=: oe 


Plumville, Pa.: Who makes a de- 
vice for lifting invalids from a wheel 
chair and in and out of bed? Moore’s 
Hardware. 


ANSWER: Acme Invalid Equip- 
ment Co., 1051 Lexington Ave., New 
York, N. Y. 
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MAKES IT?” 


Information regarding sources of supply as provided readers of 
HARDWARE AGE by the “Who Makes It?” editor is here pre- 
sented as an aid to others in the trade who may be seeking the 
same articles. The inquiries reproduced have been selected be- 
cause of their general interest to hardware merchants and buyers. 
This editorial feature in each issue supplements the service ren- 
dered by the “Who Makes It?” issue. When writing to the firms 
mentioned, state that you secured your information from the 
HARDWARE AGE Directory Number. 


Glenbrook, Conn.: Who makes the 
Fiz-Kap bottle cap? Glenbrook 
Hardware Co. 


ANSWER: Meco, Inc., 2947 N. 
30th St., Milwaukee, Wis. 


Tuckahoe, N. Y.: Who makes a 
rubber barrel for carrying ice cubes? 
Cornell Bros. 


ANSWER: Rubatex Distributors, 
Inc., 420 Lexington Ave., New York, 
N. Y. 


Covington, Tenn.: Who makes 
racing sulkies? I. H. Lowenhaupt 


& Co. 


ANSWER: Houghton Manufac- 
turing Co., Marion, Ohio. 


Charleroi, Pa.: Who makes Zora- 
tors for toilet bowls? Grant-Bliss 
Hardware. 


ANSWER: Zoro Company, 844 
W. Erie St., Chicago, III. 


OCTOBER 5, 1939 


Chilhowie, Va.: Who makes the 
Cinderella range? The Vance Com- 
pany. 


ANSWER: Pittsburgh Stove & 
Range Co., Preble Ave., Pittsburgh, 
Pa. 


Port Washington, N. Y.: Who 
makes Purina Chow Animal food? 
Shields Bros. 


ANSWER: Purina Mills, 999 
Checkerboard Square, St. Louis, Mo. 


Lillington, N. C.: Who makes the 
Nitro Hunter Shot Gun? Lillington 
Furniture Co., Inc. 


ANSWER: Special brand of 
Belknap Hardware & Mfg. Co., 
Louisville, Ky. 


Fort Stockton, Texas: Who makes 
small power water wheels? Ligon 


Machine & Tool Works. 


ANSWER: Rodney Hunt Machine 
Co.. 59 River St., Orange, Mass. 
James Leffel & Co., Springfield. 
Ohio. 

















AT YOUR SERVICE f 


Tue “Who Makes It” 
Editor will be glad to 
help you in your search 
for the name of the man- 
ufacturer of that product 
yeu are interested in. 


If you do not find it or 
its trade name listed in 
the current Directory 
Number, in all probabil- 
ity it has been incorpo- 
rated in the revised list- 
ings that are being pre- 
pared for the next issue 
of the Directory Number. 
Many such changes are 
being made daily and the 
listings brought up to 
date. 


If your current Direc- 
tory does not give you 
the information you seek, 
write the “Who Makes 
It” Editor. He’s at your 
service! 


HARDWARE AGE 
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Ciassihied Opportumitiea Section... 





Use this section to reach Hardware Manufacturers, Manufacturers’ 
Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





| _Chanrified Adwentining Rater | 





Help Wanted, Accounts Wanted 
Business Opportunities 
Sales Representatives Wanted 
Set solid, maximum, 50 words...... $3.00 
All —> maximum, 50 words... 4.00 

ch additional word...... .06 
Positions Wanted 
(8; Rate) set solid, maximum. 


Bach additional word ........... 01 
Allow Seven Words for Keyed Address or Your Address 


um DISPLAY senope. | 








DISCOUNTS FOR CONSECUTIVE INSERTIONS 

yay PR 8 insertions, 15% off. 

Due to the special rate, these discounts do 

not apply on Position” Wanted Advertise 
ments. 


REMITTANCE MUST ACCOMPANY ORDER 


Send check or money order, 
not currency. 








HARDWARE AGE is published 
every other Thursday. Classified 
forms close 15 days previous to 
date of publication. 


Address your correspondence and replies to 


HARDWARE AGE 
Classified Opportunities Dept. 
239 West 39th St.. New York City 











| Positions Wanted =| 


| Positions Wanted | 


[ Positions Wanted =| 








HARDWARE PERSONNEL, OUR FILES 


CONTAIN applications of several hundred experi- 
enced clerks, managers, counter men, bookkeepers 
stenogra 1s for New York hardware re 


and 

tailers and w ers. 
Just phone Wisconsin 7-1802 or write to Asso- 
ciated pt hy ay Bureau, 152 West 4and- Street, 
New York City 








7 


fr ATTENTION WHOLESALERS: 
ros ARE SLIPPING if your business is standing 
Hardware age = gl a pF 


Eround too fast 0 to chains 
Aman, io the $16,000 slant who. is belbing 


this problem f 
ail - is offering hie Ti to one or more 
noa- tive wholesalers who want to go 
more money. Prefers Middle West or 

Pacific Const. Please give 1988 ereee sales. Your 
replies will oe kept strictly confidential. 

Address Bex 0-628, ra A of pagemAns AGE, 
‘ 239 W. Seth St.. N. Y. City 














NINETEEN YEAR OLD BOY to learn 
wholesale hardware business. Two years’ retail 
experience. Willing to start at the bottom. Now 
employed. New York or vicinity. Write or phone. 
Herman Siegel, 73 Thomas Ave., Baldwin, Long 
Island, New York. Baldwin 6583 


MANUFACTURERS AGENT, 35, WITH 
STRONG FOLLOWING in Metropolitan terri- 
tory New York and New Jersey with hardware 
jobbers, housefurnishing jobbers, chain stores, 
also autemotive jobbers pa large auto chain 
stores, desires to represent manufacturer on com- 
mission basis. Fourteen years’ experience, good 
record, excellent references. Address Box D-611, 
care of Harpware Acr, 239 W. 39th St., N. Y. 


( tty. 


SALES, PURCHASING, EXPORT PRO. 
CEDURE THOROUGHLY ‘understood by young 
executive with eighteen years’ experience in hard- 
ware, plumbing and mill supplies and machinery. 
Positions held: storeman, bookkeeper, store mani- 
ager in West Virginia, export shipping clerk, 
export sales correspondent in New ye City. 
Assistant purchasing agent large tool manufac- 
turer, head of export department doing half 
million dollar yearly business. At present em- 
ployed in domestic sale of machinery. Would 
like to enter employ of small manufacturing con- 
cern in town of fifteen to thirty thousand popu- 
lation on sea coast away from industrial centers 
where knowledge of above three departments could 
he used to advantage. Salary requirements very 
reasonable and will consider taking part of pay 
in stock. Address Box D-637, care of Harpwarr 
Acer, 239 W. 39th St., N. Y. City. 





MANUFACTURER’S AGENT HAVING A 
FOLLOWING with hardware stores, industrial 
plants in the Chicago area, desires a proposition 
for distribution of hardware specialties or fac- 
tory items, 15 years’ experience, good references. 
Address Box Number 7673-A, care of Harpware 
Acer, 1012 Otis Building, Chicago, Ti. 





BUILDERS’ HARDWARE MAN WITH 
SEVERAL years’ experience in buying, selling 
and contract work wishes to communicate with 
concern, preferably but not necessarily in the 
South, who desires to offer a cavable man re- 
sponsible situation. Address Box D-657, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 





SALESMAN—SIX YEARS SELLING BY- 
CYCLES to the hardware and sporting goods 
trade of the southwest. Twelve years selling 
hardware, sporting goods, builders’ supplies, in 
southern New York State. Eight years with lasi 
firm. Best of references, and can go anywhere. 
Address Box D-660, care of Harpware Aer, 
239 W. 39th St., New York City. 


SALESMAN, EXPERIENCED, DESIRES 
TO REPRESENT Manufacturer or Jobber of 
General hardware or Agricultural hardware. Not 
afraid of hard work. Best references. Employed 
at present in retail store. Would like to return 
to a Jobber or Manufacturer’s line. Address 
Box D-633, care of Harpware Ace, 239 W. 39th 
St., N. Y. City. 








SALESMAN: 13 YEARS’ EXPERIENCE 
WITH wholesale and retail hardware, farm sup- 
ply and industrial trade in New Jersey, Delaware 
and Maryland. Willing’ to start at ordinary 
salary and depend upon my results for better 


income. Will move into any territory for posi- 
tion with opportunties. Address Box D-641, 
care of Harpware Ace, 239 W. 39th St., N. Y. 
City. 





SALESN AN, 18 YEARS’ EXPERIENCE 
SELLING the wholesale and retail hardware 
trade, luggage manufacturers and industrial in 
Indiana, Michigan, Illinois, Wisconsin, Minnesota, 
Iowa, Nebraska, Missouri, Kansas and Colorado, 
proven sales ability and dependability, desires 
connection with a tirst class manufacturer. Ad- 
dress Box D-656, care of Harnware Acr, 239 
W. 39th St., N. Y. City. 


SEEKS POSITION AS SALES REPRE- 
SENTATIVE or agency manager in Eastern terri- 
tory for several standard lines or one substan- 
tial account. Experience includes selling and buy- 
ing hardware for many years; now sales manager- 
buyer of hardware department of ship chandlery 
hcuse. Gentile, well known in hardware trade. 
Might invest some capital, A-1 references. Ad- 





dress Box D-642, care of Harnoware Acr, 239 
W. 39th St., N. Y. City. 


HAVE EXPERIENCE IN REPAIRING OR 
rebuilding all makes vacuum cleaners and wash- 
ing machines. Can live with my family in almost 
any territory. Also have sales experience in 
this line. Address Box D-658, care of Harpwar: 
Ace, 259 W. 39th St., N. Y. City. 


HARDWARE MAN, 12 YEARS’ EXPERI- 
ENCE, as owner, buyer, manager. Shelf Hard 
ware, paints, electrical, plumbing and Janito: 
Supplies. Can take full charge wholesale o1 
retail establishment. Address Box D-649, care of 
HarpwareE Acer, 239 W. 39th St., New York City. 








BOOKKEEPER, ACCOUNTANT, 29, MAR- 
RIED, 10 years’ experience in hardware and 
electrical supply fields. Capable of taking com 
plete charge, preparing financial statements, tax 
returns, etc. Desires a permanent or part time 
position in the above fields—one requiring initi 
ative and responsibility. Address Box D-653, care 


of Harpware Acre, 239 W. 39th St., N. Y. City. 
MANAGER MERCHANDISER, THOR- 
OUGHLY TRAINED ALL phases Hardware 


Retailing. 6 years’ Chain Store Merchandising 
and sales Promotion experience. Buying control, 
modern store arrangement and display ideas. 
Married man, age 36, location no object. Address 
Box D-654, care of Harpware Ace, 239 W. 39th 
St., New York City. 





SALESMAN WITH be ~ ag EXPERIENCE 
IS open for tion with manufac- 
turer to sell in and around St. Louis, Mo. Well 
acquainted with Hardware line and the General 
Merchandise Lines; bought same for a wholesale 
house for many years. Will sell on salary basis 
or straight commission. Address—Herman_ T. 
Fabricius, 3680 Bellerive Blvd., St. Louis, Mo. 








ACCOUNTANT - BOOKKEEPER, OFFICE 
AND CREDIT MANAGER, with thorough ex- 
perience assuming complete control of office 
duties; seeks a connection with a reputable manu- 
facturing or jobbing organization. Proficient in 
tax matters, financial statements, salesmen and 
cost records, systematizing. An efficient characte: 
for a busy executive. Address Box D-659, care 
of Harpwarre Acre, 239 W. 39th St., N. Y. City. 





QUALIFIED RETAIL HARDWARE MAN 
POSSESSING tried and proven ideas developed 
thru 15 years’ experience desires immediate as 
sociation with reliable Eastern retail establish- 
ment where initiative, ability, resourcefulness 
plus the will to accomplish bigger things is avail 
able as store manager. Thorough understandin/ 
retail merchandising including buying, selling, 
displaying, sales promotion plus managerial duties 
Present employment limits talents. Christiah, 
married, in the thirties. Address Box D-648, 





care of Harpware Acre, 239 W. 39th St., New 
York City. 








Samples of Merchandise. Literature, Catalogs, etc., will not be forwarded unless accompanied by full 


postage for remailing. 
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| Baainess Opportunities | 








SALESMEN OR MANUFACTURERS 
AGENTS FOR steel and iron space heaters, 
ranges, hot blasts, coke heaters, laundry stoves. 
Several territories open on an attractive and ag- 
gressive plan. Address Anchor Stove & Range 
Company, New Albany, Indiana. 





IF YOU HAVE ONE MAIN line and would 
like to add to your income by selling a fine line 











| — Accounts Wanted 


ACCOUNTS WANTED 


Salesman with more than 30 years’ experience 
selling hardware, tools and allied lines to 
wholesalers, retailers and mill supply distrib- 
utors in the Metropolitan New York area 
seeks one or two nop-conflicting lines for that 
territory. References available. 

Address Box D-631, care of HARDWARE AGE, 

239 W. 39th St., N. Y. City 


WE WILL PURCHASE FOR CASH 
Any Quantity of 
HARDWARE—TOOLS—PAINT, etc. 

Write what you have to offer. 

MAZER BROTHERS 
The Bourse Phila., Pa. 
Note: We are also cash buyers of entire 
stocks of merchandise—no stock too large or 
too small. 

















ied of medium priced floor, table and desk lamps 
ied that will more than pay your traveling expenses, 
then write in detail to The Walter S. Kraus oat Reece ges STE aati. 
to Company, Woodside, N. Y. j cnn 
MANUFACTURERS’ REPRESENTATIVE MERCHANDISE WANTED. I BUY FOR 
i i cash small or large lots of manufacturers’ close 
SALES REPRESENTATIVE WANTED. |Q) °°!" 0” the Wholesale Hardware & Mill (| Cir’ “Tobbers’ surpluses and any discontinued 
SOMETHING NEW and different. A new New York City and Metropolitan Area items in the hardware and harness line. Writé 
handy durable Vise. Just the trick for car- WANTS NDDITIONAL LINES me what you have to offer. Address Harry J 
to penters’ tool kits. Lists for $2.00. ll terri- on comeiieien bGeels Epstein, 815 Central St., Kansas City, Mo. 





tories open to both wholesale and retail trade. 
Good commission offered. Address—Emco Mfg. 
Company, 784 Gladys Ave., Los Angeles. Calif. 


MANUFACTURERS’ REPRESENTATIVE 
DESIRED TO SELL nationally known line ot 





Address Box D-644, care of HARDWARE AGE, 
239 West 39th Street, New York City. 











A well known Limited Company, with 








FOR SALE. WE MANUFACTURE AN 
item that has a national market and is_ sold 
to the hardware trade. No competition. Have 
been in business many years. This busines 
for sale at a low figure. Address Kohler Manu 
































builders’ hardware on commission basis. Must old established connection with Whole- facturing Co., 115 Hornaday Road, Pittsburgh 

the well established with the trade. State lines sale Hardware and Departmental Pa. 

handled and territory covered. Address Box Store trade throughout Canada and 

D-645, care of Harpware Acer, 239 W. 39th St., Newfoundland, are open to represent ie a. 2a 

New York City. orate cess American Manufacturers, FOR SALE — CASH ~ SMALL Reza. 
iG OR sa a a ignest rererences. LISHED paint and hardware business on Nort 

sh- "mer ainen heen one A nneire Address Box D-647, care of HARDWARE AGE, shore Long Island, New York. Inventory ap 

one ap MANUFACTURERS REPRESENTATIVE 239 West 39th St.,.New York City. proximately $3,500. Opportunity for other lines 
nce in rO SELL LINE of high quality Heavy Builders of merchandise. II! health and other business 
RDWAR! a pe! and West Va. = —_ i responsibilities reason for selling. Adiroee Box 

definitely nies now representing an ow ae EE aE TE . < aneumas 11) ). q y Ace, 239 W. 39th St., 

long. you have covered territory. Address Box | INTERESTED IN CONTACTING MANU- | 8-62 City of Harpware Ace 
— 1)-651, care of Harpware Acer, 239 W. 39th St., | FACTURER DESIRING representation in ma- lee : 

, New York City. chinery, hardware fittings, or plumbing supply non crn 
CPERI- line, on commission basis in Central and Western : ; : i 
Bt ae i Tai ST PIER — | Pennsylvania, Ohio and West Vissiale. Have had —— ae oe pS J ee ge rt 

anitor 2S Ww : Ac. | long rience in mechanical line and maintain | purchasing a well established and paying hard- 
ale or renne Gite ye — SATE ae office ‘ie. Pittsburgh. Address Box 6507 North | ware business within a radius of fifty miles from 
care of = RER Pea STAI LE ao wo, en Side Post Office, Pittsburgh, Pa. New York City. A medium sized business is 
cis a ee samt =e, ctlited ee : preferred, Will pay cash for satisfactory” propo 
- vania, Missouri, Kansas and Nebraska territories | MANUFACTURER'S AGENT CAN | USE | 5,'0% Sill wie cee i ee AcE. 230 West. 39th 
available. Liberal commission basis. In replyin ADDITIONAL line of good repute. Well known | « ioe ‘ee . nee : 
MAR ‘ plying : : St., New York City 
e and state — now handled, experience, etc., and |by every ——— a bg Bs oe io eee oh ‘ity. 
: xive references. Address Box D-650, care of | Pennsylvania, New Jersey, Delaware an ary- canara — nee 
5 om. Harpware AGE, 239 West 39th St., New York | land, having covered the territory for fifteen years 
a ae City. ‘ enjoying considerable success. Maintains office. METAL GROUNDS, OR GAUGES, TO re- 
t tum sit 12 warehouse, clerical help and two detail men. Ad- place wooden grounds on door and window open 
gar ALESMEN CONTACTING MILL. SUP. | Wom See New. Cay. ENA ASH 28° | (ote raaize salesmewagentsy demonstrate and sll 
rah SALESMEN-—CONTACTING MILL SUP- | W. 39t t., WN. ¥. City. rganize sales -agents, strate and se 
. City. PLY HOUSES, Western Michigan, Indiana, he B og has pb —m ro ta he 
Ohio, Western Pennsylvania, West Virginia TI PACTITRDERC OF TT : Building Supply Houses, Unite States, Canada. 
‘HOR Men wanted must be established ay coke eeet PR ste ge soy yg er ee beat Heo a cocenente and financial respons 
rdware pt — regular calls. State lines carried. | hardware, housewares, padlocks, electrical acces- a ee oe 18th Street, Northwest, 
idisinc tive re a ae age and factories you | sories. ete., interested in developing or increas — a a 
ontrol, rare Be gy A — = .- — power | ing export trade are requested to send catalogs | = 
ideas. epg “8 - Exclusive territory, commis- | with fullest details of their products and agency 
dition sion basis. Address Box 1-652, care of Harp- | terms to firm specializing in European export 
' 39th Ware Ace, 239 West 39th St., New York City. | trade. Address Box D-655, 239 W. 39th St., 
— N. ¥.. City. | W : 4 | 
—-- SALESMEN AND MANUFACTURERS’ | MANUFACTURER'S AGENT HAS POTEN. f 
2NCE AGENTS WANTED: Men already established in | TIAL OUTLETS in Southern California to | ———— 
nufac- territory calling on wholesalers and major hard- | hardware, mill supply and sporting goods jobbers, WANTED: HARDWARE BUYER THOR 
department stores and large retail outlets on | OUGHLY EXPERIENCED in all lines. A man 


Wen ware dealers with non-conflicting items to sell 
acquainted with general requirements of retaii 


high-quality line of grinding wheels, sharpening | electric appliances, sporting goods, cutlery, alum- 

















eneral - P 
slesate stones and hones. Quantity production on all | inum and enamel ware, lawn mowers, tools, | stores in the middle west. State age, experience 
hasis items makes prices that will get business. Com- | builders’ hardware, and hardware items. Ware- | and salary. Exceptional opportunity for an exec 
i mission basis. Advise fully regarding terri housing space, billings, collections, selling service | utive capable of taking complete charge of pur 
, Mo. covered and how long; also lines now handled. Ad- | can be supplied. Satisfactory credit information. | chasing department. Address Box No. 7674-A, 
ieee dress Box D-618, care of Harpware Ace, 239 | Address Chas. E. Mockbee Co., 784 Gladys Ave., | care of Harpwarr Ace, 1012 Otis Building, 
W. 39th St., New York City. Los Angeles, Cal. Chicago, [Il. 

FIC! 
h ex 

office + 
nanu- 
nt in 
er | he Story of the Year after year HARDWARE AGE has led its field 
racter 
are ‘6 99 in the volume of classified as well as display adver- 

1ty 
a WA N i A D tising published. Its classified columns have proven 
MAN a valuable aid in bringing together buyer and seller. 
lor 
oe we employer and employee. Those who contact the 
— : ? ? hardware trade most closely know, from observation 
sited A Business paper’s value as a vehicle for ; 
Hing, “Want Ads” depends upon how widely and and experience, that HARDWARE AGE is most 
stiah, thoroughly it is read in its field. Every widely and thoroughly read hy live hardware men. 
: classified advertiser in placing his adver- 

tisement in HARDWARE AGE offers spon- 
— taneous evidence of his conviction that this 7? HARDWARE AGE eee 
AT paper is mostly widely and thoroughly read 
in the hardware trade. 239 West 39th St., New York City 
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R. MURPHY ’S szav sxarp 
OYSTER KNIVES 


Our New Line of Stainless Steel 

Shell-Fish Knives—Now Ready 

Handle and blade 
made in one piece. 
Forged stainless 
steel. Rust and 
germ proof. Approved by 
State and Federalauthori- 
ties. A quick selling line. 
Write for complete Cata- 








All Patterns— 
Boston, Providence, New Haven 
HERE ARE MORE GOOD SELLERS 
Shoe Knives Butcher Knives 
Skiving Knives Plaster Knives 
Rubber Knives Kitehen Knives 
Clam Knives Stencil Knives 
Mackerel Knives Menual Training 
Cigar Knives nives 
Pruning Knives Shirt Cutters, 


a Sawer qaacee end log and prices. 
ROBERT MURPHY'S SONS CO. 
Ayer, Mass. Est. 1850 











gives you 
and your customers 


Harness hardware gets kicked 
around more by farmers than 
anything else they own. Sub- 
ject to dirt, abuse and every 
element of the weather, harness 
hardware has to be tough. 
Toughest of all is imperial—a 
50-year old line built to last 
longest under these conditions. It’s 


heavy, rugged hardware, finished in 
a thoroughly workmanlike manner. Lead- 


ing dealers, everywhere, prefer it for these 
qualities. Specify this famous line from your 
jobber. It costs no more. 


lat Snap 
> 


Imperial Bit and SnapCo., Racine, Wisconsin 


























EDLUND Junior 


IS AMERICA’S 


FAVORITE 
QUALITY 


CAN OPENER 


Used by nearly 2,000,000 housewives, it is 
needless to say that the Edlund Junior is a 
profitable item for all dealers to stock. Ask 
your jobber. 


EDLUND CO. 





BURLINGTON, VT. 











Genui© DOMES of SILENCE J 


SLIDE SILENTLY - SOFTLY - SMOOTHLY 


SAVE FURNITURE 
\ & FLOORS-CREATE QUIE 


Jobber upplied 


Ask 


DOMES of SILENCE, Inc %5 Pearl St., 


your 
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Abrasive Prod., 
Acme Steel Company........... 
Ade-O-Matic Co. 
All-In-One Cement Co.......... 
| Bee B Geng Be Bucs cn cvcccceces 
Aluminum Goods Mfg. Co....... 
American Cabinet Hdw. Corp... . 
American Chain & Cable Co., Inc. 
American Chain Div........... 
American Fork & Hoe Co., 
American Sponge & Chamois Co., 

Inc. 
American 
American 
American 

The 


Steel 
Thermometer Co 
Thermos Bottle Co., 
American Turpentine Farmers 

Assoc. Coop. 
Ames, Baldwin, Wyoming Co..... 
Animal Trap Co. of America... 
BOONES TER, Gi ecw dccclccccecss 
Archer-Daniels-Midland Co. ; 
Armstrong-Bray & Co.......... 
Armstrong Bros. Tool Co....... 
Asbestos Textile Company, Inc... 
Attlee @ Geis DB. Gunccccsccces 
Automatic Products Co 
Autoyre Co. 
Avery Adbesives 


Ballonoff Metal Products Co.... 
Barrett Co., 
Bartiett BERG. OOiccccccccscses 
Baasie® O0., TOS ccccccocsecee 
Behr-Manning Corp. 
Bellevue-Stratford 
Bernz Co., Inc., 
Best Universal Lock Co., 
Bethlehem Steel 
Bissell Carpet Sweeper Co..... 
Blaisdell Pencil Co............. 
re ere 
Bommer Spring Hinge Co....... 
Bond Electric Corp., Div. 
Western Cartridge Co........ 
Borg-Warner Corp. 
Be BE Gh nc cicccnscnsccsecss 
Boston Woven Hose & Rubber Co. 
Boyle Co., A. S. (Plastic Wood) 
Boyle Co., A. 8S. (Three-in-One 
MP UND ete bascedeuscsenas 
my Gs We Tse cccstesed 
Brown & Sharpe Mfg. Co........ 
Bushman Saw Div............. 


a 


| Calbar Paint & Varnish Co..... 
| Carborundum Co., 
Carey Co., The Philip......... 
Carnegie-I!linois Steel Corp..... 
Carrollton Metal Products Co... 
Casein Co. of America........ 
Central Commercial Co. (Sta-So) 
Champion Hardware Co., The... 
Cheney Hammer Corp., Henry... 
Chicago Lock Co 
Chicago Roller Skate Co........ 
Chicago Spring Hinge Co....... 
Chicago Wheel & Mfg. Co..... 
Chisholm-Ryder Co., 
Clayton & Lambert Mfg. 
| Clemson Bros., 
Cleveland Chain & Mfg. Co., 
Cleveland Wire Spring Co., The 
CH Bs Gc crcdsbecce gs 
| Coburn Trolley Track Co....... 
| Coleman Lamp & Stove Co...... 
oe ee | eee 
Columbia Steel Co............. 
Columbian Rope Co............ 
Comfort Bed Spring Co......... 
Connecticut Valley Mfg. 
Continental Screw Co.......... 
Continental Steel Corp.......... 
Cock Coe., MH. ©., Tie.......% 
Corbin Cabinet Lock........... 
Cresent Teel Ce. cs ccccescecs 
a 
SOND Gig We, Wee esac ccscscus 
Cycle Trades of America, 
| Cyclone Fence Co...........6.-- 





Re Ss Gin cc sccceccceese 
Damascus Steel Products Co..... 


16 
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Dazey Churn & Mfg. Co........ 
Dempster Mill Mfg. Co......... 
Deniston Co., The..........+.- 
DeWitt Operated Hotels........ 
Dexter Co. 
Diamond Calk Horseshoe Co... .. 
Dietz Co., 
Disston & Sons, Inc., Henry.... - 
Dixon Crucible Co., Joseph..... 
Domes of Silence...........--- 
Drake Electric Works, Inc...... 
Draper-Maynard Co., The...... 
du Pont de Nemours & Co., 

E. I., Fabrics and Finishes 

Dept., Chemical Specialties. . . 
Durable Mat Co........cc.ee0- 


Eagle Lock O08... ......20.060%00 _ 
SS : Wrrrerrre eee 
Edlund Co. 
Edwards Co., 
Elastic Tip Co., 
Electro-Line Fence Co.......... 
Embury Mfg. Co........+++-+- 
Emco Mfg. CO......cccsesccee 
Empire Level Mfg. 

Estate Stove Co., Th 
Eveready Co., The........+-++- = 


F 


Faultless Caster Corp..........- 
Flexible Steel Lacing Co....... 
Florence Stove ‘ 
Foster Company, 
Fox Shotguns .. 
Frantz Mfg. Co 
Frick-Gallagher Mfg. 


Benj. 






Goatees GR Gittins. sc cevcsoeces 
Gardiner Metal Co............. 
General Electric Co. (Full Line) 
General Electric Co., Bridgeport, 

Conn., Appliance & Mdse. Dept. 
General Electric Co., Lamp Div. 
General Steel Warehouse Co., 

Inc., Bushman Saw Div....... ~- 
Germanow-Simon Mch. Co....... 
Gilbert & Bennett Mfg. Co..... 
Gillette Safety Razor Co....... 4-5 
Glass Coffee Brewer Corp....... 
Goodyear Tire & Rubber Co., 
Graham Mfg. 
Gray & Dudley Co............. 
Greenfield Tap & Die Corp...... 
Greenlee Tool Co.............. 
Gli oc ecccpacrccess 


Hanson Scale Co.............+ 
Harris Hardware & Mfg. Co., 


BL BE ccsevvanragecccrsncede — 
Hawkins Co., The............- 55 
Hazard Insulated Wire Works... — 
Heller & Co., W. C.......-.2055 -- 
Hibbard, Spencer, Bartlett Co... 18 
Hilfiger Co., The. ..cccccccsecces 93 
a A. rarer _- 
BROOVOE CO. ccccesccscccccoces —_ 
Hoppe, Inc., Frank A........... 97 
Hotel Benjamin Franklin...... 
Hotel Dennis ........ccccccee _ 
Hoyt & Worthen Tanning Corp... — 
ee re ee ee _— 

I 
Imperial Bit & Snap Co. ...... 104 
Independent Lock Co..........- 67 
Indestro Mfg. Co.......--+-++. -- 
Indiana Steel & Wire Co....... 86 
Ingersoll Steel & Dise Div. Borg- 

Warmer OCOrp. ..cccccccccces —_ 
International Harvester Co., Inc. — 
Iron Glue Div., McCormick Sales 

GO. ciccecdenenneseccsaeses — 
Irwin Auger Bit Co., The....... — 

J 
Fave Mig. CO... ec ccrvcccscseve _- 
Jennings Mfg. Co., The Russell... — 
Jones & Laughlin Steel Corp..... ~ 
Judd Co., Inc., H. L.....+-++ss — 
HARDWARE AGE 








“The Leaders in Accuracy” 


Ondex “lo fidwertiretr SKILLED Skilled Mechanics and 


WORKMEN Workmen take great pride 
in handling their brightly 
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i = B ~ polished Empire Levels. 
ase E m P| R F That is one reason why 
99 O. S. Keene Machine Co........ 100} Raucher Manufacturing Co...... - : 
85 Keil & Sons, Inc., Francis...... jue ETS. wo 6 tdis 0.60.06 60's ¢-< 12 Empire Levels sell faster 
‘com i Se a Ls — ee ne One bee sureed — L E V E LS than any other line. Every 
eystone ire Co....... _ e rms BBceccce — 4 
as Kimble Ra — | Republic Steel Corporation...... — sale nets you a price profit. 
be ey ae — | Republic Steel Corporation (Wire 
aa Kofee Koil Sales Co. ........ 93 DEE, dE Been vevies.cs sees 107 
104 H- GOBER oo. ccc cciccccs —| Reynolds Wire Co.............. — 
- Rich Ladder & Mfg. Co., The... 93 
— Richards-Wilcox Mfg. Co. we s.s 15 
eee a, a sO sonia — | Empire No. 151-E Aluminum Level precision machined. A perfectly 
L Robertson, Arthur R. ees. 2 A popular model with 6 glasses. balanced tool—the pride of 
<< ochester Sash la Co., Inc. — H si 
a Laclede-Christy Clay Prods. Co. — Saas tee & ae Cc... Oe Strong Aluminum Alloy frame, skilled workmen. 
Lamson & Sessions Co..........- —1| Roper Corp., Geo. D 9D 
Landers, Frary & Clark........ 20 | Rotenone Prod. Co., ‘pa = 3 M P j R E L E V E L M i G ¢ rt) 
Laughlin Co., Thomas.......... —| Ruby Chemical Co. ate . 7 
Lead Industries Assoc.......... 17 | Russell, Burdsall & Ward Bolt & 
Libbey-Owens-Ford Glass Co..... | ae ee oT. .  e, Peo 707 S. Sixth Street Level Specialists Milwaukee, Wisconsin 
‘Z Lightmore Appliance Corp....... —| Ryerson & Son, Inc., Jos. T.... 101 
a Lincoln-Schlueter Floor Machin- 
104 GO SI ca ort-dalt bases. 68-46 bes ~- 
87 Lockwood Hdwe. Mfg. Co....... —_ s 
nee Lowe Brothers Company, The... — " 
95 Lufkin Rule Co., The ........ —|Samson Cordage Works ...... 
oni Sand’s Level & Tool Co....... -— 
ome Sandvik Saw & Tool Corp. 
105 Savage Arms Corp. .......... -= 
= Schacht Rubber Mfg. Co...... _— 
-47 M Schaefer Brush Mfg. Co. ...... = 
- Schalk Chemical Co. ...... 100 
McCormick Sales Co., Inc., Iron PE MS ack cdbcsccses — 
RS eds cae o a0 d0-<6 - 92) Seipster Mie. Co. ....cceees -- 
McDonald Mfg. Co., A. Y....... —|Schollhorn Co., The Wm. = 
McKinney Mfg. Co............. Sentinel Radio Corp............ 99 
105 Majestic Company ............- - Shapleigh Hardware Co. ...... 108 
tre Manning-Bowman Co. castansehs * | Sheffield Bronze Powder & Stencil 
Marble Arms & Mfg. Co........ - Cy s6teasebedtdnes Bh-640.40:6-0 - 
10 Marlin ne Ge., TRO. ce cvee — pad ones Pane Py — 2 
ad Master Me Ec scvepeccecsses 83 | Sherman i SS A ays _ 
92 Master Products Co., The....... _ cee, MG: wih bt esais veo oe 
er Maze Company, W. Seeger Oe ee SU ED: Sense ceraviesas _ 
= Merchandise Mart, The......... —j| Simplex Mfg. Co. ............ - 
Metal Textile Corp. ........... ff fo SS See 99 
Miami Cabinet Div. of The Smith, Inc., Landon P. ........ 98 ’ y 
aan Cony a -—- —S- —ae. Seymour ........ 97 - . . . 
Micro-Lite Co., Ime:........... —| Soilicide Lab., Inc. .......... == 
ae Milcor Steel Oo. .............. —| Speedway Mfg. Co. 1.....222: FAULTLESS CASTER CORPORATION 
05 Miller, Inc., Robert E.......... 104 | Standard Fence Co. ........... - 
105 Millers Walle Oo........ .0<... 75 | Standard Steel Products Co. ... 90 3 EVANSVILLE, INDIANA 
11 Moore Enameling & Mfg. Co.. a 2 este, Div. of the Stan- Branches in Principal Cities Canada Factory: Stratford, Ontario 
TOD ceccossccccceccodvvesss _ i WN s0bedesice cee sinwasis _ 
— Moore Push Pin Co ............ —| Stanley Works, The .......... 6 
a eee Se oS oe © Co. 84 —. 7 Se Gk urd matis 7 ‘1 ‘ 
Mossberg & Sons, Inc., =— | Starline, Inc. .......cccccccees — p 
Murphy’s Sons Co., Robert..... 104 | Steel Products a Pree -- 
aa Murray Ohio Mfg. Co., The..... —j| Stevens Arms Co., J. ........ — for 
95 Myers & Bros. Co., The F. E... 106 yeeet Iron Works Co., Ine., every 
_— “ Ms reece eneesscoscoseuecs® —_ 
4-5 
= Flux-filled Solder, acid or rosin core, in need 
8-9 a T > ' ° 
aia N many gauges. Available in household tins and |, 5, 20-Ib. 
‘ites - : * Taylor Instrument Companies... - . - . 
nie National Enameling & Stamping Tennessee Coal, Iron & Railroad spools. Solid Wire Solder in various alloys and gauges. 
_ Nationa ‘Lead’ Go... par taatac oaks " Thompson ‘bh ten Co. Te Beary 30/70 Body Solder in Regular and '/2-lb. bars. Also 
= ationa See) a ee ere — . A 
National Pressure Cocker Co.... —|tTewnesnd. Bo Wo! 27: = Bar Solders, Babbitt Metal, Lead Pipe. Made by the most 
a ce S _ pm The = «Bo Mfg. Co. .........- ae modern methods. Gardiner Products are famous for high 
Ney Mfg. Co., The............. 99| Triplex Screw Co.. 3 uality and low prices. 
Nicholson ae: 71 Tubular Rivet & Stud Co. .... — q ty P 
—_ Noblitt Sparks Ind., Inc........ —_ 
Norcross & Sons, ©. S. ...... a 
po North fuwies Press, The..... — U «en. > 
55 North Bros Rae at Oe fh o 
PEGEEE BRNGEEVES ccccccccccces — | Union Fork & Hoe Co., The .... — €”. (a 2 oe 
— Norton Lasier Co........ oder ae Union Hardware Co. 66 Pe ell AMC MLE tT eee? | 
pe J. S$. Steel Corp. - 
18 United Stove Co. 99 wR Y METAL-CO.- IM ETAL. CO. 97 
93 Universal Equipment Co........ - 
piri Utica Drop Forge & Tool Corp... — 4821 S. Campbell Ave., Chicago, III. 
on Oo 
97 , 
sty Okonite Co., The.............. — V 
i Cheese eee & Seaal Corp....... ~~ | Vaughan Novelty Mfg. Co., Ine.. — 
O'Neil Duro Co............-+-- ~ 
i Oxford Tool Co _..| Vent-A-Hood Co., The ........ 96 
oe ee ee ee Vischer Products Co. She eee’ a 
da 3 > | Ae — 
| Viehek Teel Co., The ........ -- H 
P ighest 
= a od ag jar rubber 
104 Pare Set apamy, The. 2.22.1. L | Wabash Appliance Corp. ...... 69 made. Biggest seller. 
- Parsons Bros. Slate Co......... — | Wagner Mfg. Co. .......+.-+++- - Used by experts and home 
— Patent Mevelty Co. i Wall Rope Works, ae f 20 N 
86 a wae. — | Warren Tool Corp. ............ - canners for years. NNa- 
on Gout Dir... __| Warwood Tool Co. ........--. - tionally advertised. Excel- 
Peter Mf. oe whee see ES 89 lent fi. Bi ts. 10¢ 
— erersee g. ka saa =< 3 aereis Western Cartridge Co. ........ - Pg ro pons. ¢ PF a a 
om a mm hg | a Co Westfield Mfg. a cartons) in 
(Pennvernon Div.) ........ o = | queen eee fe ok” ~ 
Pitteburgh Plate Glass Co be aaa Electric Fad py +: ‘oii oa Oieelay container. 


(Store Fronts) ............ -- 
as ~ __| Wickwire Brothers ............ 
ewe og le gy BE qigearis __| Winchester Repeating Arms Co... .. 
“ : yy, hahaa ats Wiss & Sons Co., J. ...... on, 


Sees Beste Oo R......--. __ | Wood — & ‘Tool Co 4 
i en a. fee _.. | Wooster Brush Co. ............ 2 
m Sa eee Mine Go... ... W. | Wright Steel & Wire Co., G. F.. 87 Jar Rubbers 
pes Premax Products ........... = 
Proctor _o een << y 
yr Progressive Mfg. Co., Inc....... - ’ 
* Puritan Cordage Milis....°.. 5a | Yale & Towne Mfg. Co., The.. 3 | PXORMMONMNIONAS Ih) Sa 01:12 6 ee REG TEC CRUE 
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WE COULD 
>. BUILD 'EM 
iil, CHEAPER 


No mechanical equipment about the home or 
farm is called upon more frequently for service every 
day than a water system. And this service demand 
continues to grow from week to week. More water 
for household, for barn and feed lots, and for many 
other purposes is amplified in thousands of instal- 
lations where water requirements soon become too 
severe for small capacity water system installations. 





















That's the reason Myers Water Systems are full 
size, full capacity, full quality. An adequate supply 
of water for every need. Freedom from repairs and 
adjustments. Minimum operation costs. Durability 
for long time performance. We could build them 
cheaper, but in so doing break down our sincere 
efforts over many years to maintain highest qual- 
ity standards at favorable prices that will bring 
good will and profits to dealers, and sustain the con- 
fidence and respect for the name Myers on the part 
of their customers and friends. 






























































The very best insurance against inadequate ca- 
pacity and performance uncertainty is to sell and 
install Myers Water Systems with the excellent new 
line of Myers Ejecto's thrown in for good measure. 


Write or wire, or call our nearest distributor. 


THEF.E.MYERS & BRO. co. 


ASHLAND, OHIO. 


Tak I 
M A 
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“I was only knee high to a grasshopper 
when my dad started taking me in to town 
while he did his buying. 

‘And I learned early that there are two things 
to look for when you buy—one is Quality in the 
article you purchase—the other is Quality in 
the man you buy it from, and I think I’ve done 
enough buying now to recognize it in both. 


“I know my local dealer—know him well— 
know he carries quality products. And he 
knows me. He knows what kind of a farm 
I run—and how I run it. He knows my prob- 
lems. He knows I want good merchandise 
at a fair price. So when he recommends 
something I know I can rely on it—whether 
it’s paint, nails, fence, roofing—or whatnot.” 


but I’ve learned 


something 


about buying!”’ 





The foregoing typifies the messages Republic has been 
addressing to farmers in their state farm papers. Repub- 
lic recognizes the buying psychology of the farmer and 
seeks to turn it fo the advantage of the Republic dealer. 
The honest goodness of Republic fence, barb wire, gal- 
vanized roofing and other products helps you maintain 
your reputation as a Quality Merchant. Republic sales 





and advertising policies, based on fair dealing, full value 
and helpful service, help you to further the friendship of 
your farmer customers and turn it into increased income. 
The Republic dealer franchise is ‘a sound proposition 
that brings you quality merchandise, practical coopera- 
tion, repeat business—and real profit. Let’s talk it over. 





REPUBLIC STEEL CORPORATION 


(WIRE DIVISION) 

7850 South Chicago Ave., Chicago, Ill. 
(General Offices: 
Cleveland, Ohio) 

Farm products plants 


at Gadsden, Ala., 
and Chicago, Ill. 





par ovr WAM" 











Rerpussic 
FARM — 


aeruese 
sos teieneraes 





REPUBLIC 
GALVANAZ € . scones 
Repu 
sro Post 








— 
se 
ta 

i 


<t rr 
acovose I ; 
BARBED WIRE r 





HE LOOKS TO YOU 


for friendly counse! concern- 
ing his farm needs. Don't risk 
losing his confidence. Offer 
him Republic Products — and 





make sure of his satisfaction 


A symbol of quality and value 
én deel products for the farm 
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